
   

 

 

 

FUNDAÇÃO GETULIO VARGAS 

ESCOLA DE ADMINISTRAÇÃO DE EMPRESAS DE SÃO PAULO 

 

 

 

 

 

 

 

ELIENE SOARES DA SILVA 

 

 

 

 

 

 

LARGE TEXTILE RETAILERS SUSTAINABLE ACTIONS AND THEIR 

ALIGNMENT WITH THE PRINCIPLES OF THE CIRCULAR ECONOMY 

 

 

 

 

 

 

 

 

 

 

 

 

 

SÃO PAULO 

2020 



   

 

 

 

ELIENE SOARES DA SILVA 

 

 

 

 

 

 

 

 

LARGE TEXTILE RETAILERS SUSTAINABLE ACTIONS AND THEIR 

ALIGNMENT WITH THE PRINCIPLES OF THE CIRCULAR ECONOMY 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SÃO PAULO 

2020 

Dissertação apresentada à Escola 

de Administração de Empresas de 

São Paulo da Fundação Getulio 

Vargas, como requisito para a 

obtenção do título de Mestre em 

Gestão para a Competitividade.  

Linha de pesquisa: Varejo. 

Orientador: Prof. Dr. Edgard 

Barki. 



   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Silva, Eliene Soares da. 

     Large textile retailers sustainable actions and their alignment with the principles of the 

circular economy / Eliene Soares da Silva. - 2020. 

     180 f. 

  

     Orientador: Edgard Elie Roger Barki. 

     Dissertação (mestrado profissional MPGC) – Fundação Getulio Vargas, Escola de 

Administração de Empresas de São Paulo. 

  

     1. Desenvolvimento sustentável. 2. Impacto ambiental. 3. Indústria têxtil - Aspectos 

ambientais. 4. Moda. 5. Responsabilidade social da empresa. I. Barki, Edgard Elie Roger. II. 

Dissertação (mestrado profissional MPGC) – Escola de Administração de Empresas de São 

Paulo. III. Fundação Getulio Vargas. IV. Título. 

  

  

CDU 658.011.1 

  

  

Ficha Catalográfica elaborada por: Isabele Oliveira dos Santos Garcia CRB SP-010191/O 

Biblioteca Karl A. Boedecker da Fundação Getulio Vargas - SP 



   

 

 

 

ELIENE SOARES DA SILVA 

 

 

 

 

 

 

 

 

LARGE TEXTILE RETAILERS SUSTAINABLE ACTIONS AND THEIR 

ALIGNMENT WITH THE PRINCIPLES OF THE CIRCULAR ECONOMY 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

Dissertação apresentada à Escola 

de Administração de Empresas de 

São Paulo da Fundação Getulio 

Vargas, como requisito para a 

obtenção do título de Mestre em 

Gestão para a Competitividade.  

Linha de pesquisa: Varejo. 

Orientador: Prof. Dr. Edgard 

Barki. 

Data de Aprovação: 

__ / __ / ____ 

 

Banca Examinadora: 

 

 

___________________ 

Prof. Dr. Edgard Barki 

(Orientador) FGV EAESP 

 

 

___________________ 

Prof. Dr. André Carvalho 

FGV EAESP 

 

 

___________________ 

Profa. Dr. Sylmara Gonçalvez Dias 

USP 

 



   

 

 

 

ACKNOWLEDGEMENTS 

 

To my Mama, for being a part of each step, worry and success, and for delicious meals that 

nourished me at exactly 11h45 every day. To Tarcisio, my forever Papa, for building the most 

beautiful yellow desk for me so I could be inspired to write. 

To my smart brothers Vinicius and Ronaldo, for being my technology experts and my 

presentation coaches. To my beloved sister Silvia, for lending me the only computer she had 

when mine broke down, and for calling me every day to tell me that I she was proud of me. 

To my brother-in-law and brother at heart Giliard, who has always helped me no matter what, 

driving me around and letting me use all his printer’s ink! You have a heart the size of a 

mountain! 

To my friends and sisters by heart Lisa S. for introducing me the concepts of sustainability, 

and Gabriela A., for making sure I learned more about it each day, even if intrinsically. 

To my friends and classmates, Juliana and Sibelle, for sharing the stresses and the victories, 

from day one until day “done”. 

To my friends Renata and Estanley, for driving across the city during quarantine just to bring 

me their spare laptop, when the other two computers didn’t work – talk about luck! 

To my unofficial advisors Mayara S. and Gabriela F., partners of the Souza and Figueiredo 

Consulting, for the many ideas and insights at the beginning of this research. Mayara, you 

inspire me for the fighter that you are, I am so glad you crossed my path and stayed. 

To my niece Julia and nephew Leonardo who understood the distance but were always there 

to cheer me up (mostly remotely). 

Last but not least, to Prof. Edgard Barki for advising me with sincerity, serenity and the 

constant and balanced orientation that led to the conclusion of this study. I could not have had 

a better advisor, thank you. I hope we are able to work together again in the future. 

 

 

 

 

 

 

 

 



   

 

 

 

ABSTRACT 

 

The fashion industry is facing scrutiny for the negative impact that it has on the environment 

and on the well-being of workers, being considered one of the largest polluters on the globe. 

The textile sector has been under close observation and had to be accountable for how its 

products are made, it relies heavily on the acquisition on finite nature resources which are 

being depleted and may no longer be available in the future, jeopardizing the continuity of the 

business how it is today. Clothing is one of the main products of the fashion industry and its 

production negatively impact the environment on all stages, from the collection of raw 

materials, to production, distribution, usage and, finally, disposal or garments. The main 

objective of the present study is to explore how large textile retailers are developing 

sustainable actions and how they are aligning their business models with the principles of the 

circular economy, aiming to safeguard the future of fashion. With an exploratory qualitative 

approach, a thorough investigation on secondary data of twelve large textile retailers was 

employed to better understand how these companies are adapting their business to better align 

themselves with the principles of the circular economy. The main findings suggest that 

although all twelve sampled companies are moving toward a more sustainable approach to 

clothing production, it was possible to identity three different clusters of companies in this 

category regarding their alignment with the principals of the circular economy. 

 

 

Keywords: circular economy, circularity, principles, sustainability, fashion, clothing, textile, 

retail. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   

 

 

 

RESUMO 

 

A indústria da moda tem sido minuciosamente observada devido ao impacto negativo que 

causa no meio ambiente e no bem-estar dos trabalhadores, sendo considerada uma das 

maiores poluidoras do mundo. O setor têxtil está sendo observado de perto e deve ser 

responsabilizado pela forma como seus produtos são fabricados, uma vez que a indústria da 

moda depende fortemente da aquisição de recursos naturais finitos que estão sendo esgotados 

e podem não estar mais disponíveis no futuro, comprometendo a continuidade dos negócios 

da forma que são conduzidos atualmente. Vestuário é um dos principais produtos da indústria 

da moda e sua produção impacta o meio ambiente de maneira negativa em todos os estágios, a 

partir da coleta de recursos naturais, passando pela produção, distribuição, uso e, finalmente, 

descarte. O principal objetivo do presente estudo é explorar como os grandes varejistas têxteis 

estão desenvolvendo ações sustentáveis e como alinham seus modelos de negócios aos 

princípios da economia circular, visando salvaguardar o futuro da moda. Com uma 

abordagem qualitativa exploratória, uma investigação aprofundada de dados secundários de 

doze grandes varejistas têxteis foi empregada para melhor compreender como essas empresas 

estão adaptando seus negócios para melhor se alinharem aos princípios da economia circular. 

As principais conclusões sugerem que, embora todas as doze empresas incluídas na amostra 

estejam adotando uma abordagem mais sustentável para a produção de roupas, foi possível 

identificar três diferentes clusters de empresas nesta categoria em relação ao seu alinhamento 

com os princípios da economia circular. 

 

 

Palavras-chave: economia circular, circularidade, princípios, sustentabilidade, moda, 

vestuário, têxteis.
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1. INTRODUCTION 

Until 2025, the middle class is expected to double its size to 5 billion people, and with this 

accelerated growth, economies will need to undergo drastic changes to be able to provide 

food, products, services and infrastructure for these people. However, to do so, a new 

industrial model needs to be implemented, as the current way of doing things is reaching its 

limits (EMF, 2015).  

 

The world has seen many changes in the past decades, and one of the main shifts in society 

is the increase in consumption and purchasing power of the society. The increase in wealth 

enabled economies to flourish with the production of manufactured products and its scale to 

mass production of goods. This phenomenon provided the industry with tools to cost 

effectively deliver more products to a population willing to own them, adding value to the 

company in form of surplus, and creating new desires to the consumer that will provide for 

the demand of more and better products created to facilitate their lives. 

 

With the development of economic wealth in the world, more people started to have access 

to monetary funds not available before, and this new fraction of the society was now able to 

afford the purchase of products and services. Many emerging markets in Latin America and 

Asia have experienced a considerable economic growth, and although some countries 

demonstrated a more consistent pattern than others, this phenomenon has lifted the society 

from low-income to middle-income, creating more opportunities for people to consume and 

own products and services that were not available and affordable until then (OZTURK, 

2016). Consumption has increased considerably in the past two decades, and with it, the 

need for a more efficient production system to accompany the pace of such demand, a 

challenge that all industries are facing.  

 

Among the goods that were then mass-marketed for consumption is clothing. In society, 

clothing is considered a basic need. Nonetheless, clothes represent more than just protection 

of the body against exposure; it reflects the culture of a civilization, the individual or 

collective identity and the expression of one’s personality. Clothing is used to express the 

meaning of the user to others and to themselves, in a fashion that fits the bounds of the 

social norms (MCNEILL; MOORE, 2015).  
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The retail market has seen a transformation in the recent years and apparel brands adapted to 

the new purchase demands created with the availability of affordable goods. The new 

phenomenon of fast fashion made its way into the market and clothing became a disposable 

item. Fast fashion is characterized by the mass production of fashion items, with high 

turnover sand a short lifespans; it is a global trend that appeared in the XXI century as the 

ability to respond quickly to the changes in trends and consumer tastes, offering clothes at 

very low prices (HALL, 2017). With this new business model, emerged a paradox: the mass 

production of such inexpensive garments created more toxic pollution per item in the 

environment than any other industry does (ANGUELOV, 2015).  

 

Although the fashion industry is a strong source of global employment and economic 

growth, the textile effluents cause great degradation to the environment and are the cause of 

human illnesses. Chemicals used in textiles are dumped into the water or evaporate in the 

air, causing many different skin allergies, breathing problem and able to cause harm to 

children even before they are born (KANT, 2012). The industry relies on the availability of 

finite resources that are not being replaced in the same pace in which is being used, and 

human labor or existent technologies cannot generate some of these resources. Fresh water, 

for example, is largely used on several stages of the textile production, but it is also a vital 

resource for human life. In 2015, water scarcity affected more than forty percent of the 

global population and, three in each ten people lack access to drinking water services 

(UNITED NATIONS, 2019). As the textile industry is responsible for a large part of the 

water consumption, the industry is already late in looking for potential substitution for such 

resource. 

 

The environmental footprint of the fashion industry is very significant, and its impact take 

place in all phases of its existence: from the use of natural resources, to production, to the 

usage and then waste of the garments. Claudio (2006) uses as an example the cotton 

production in the United States, shipped to China for manufacturing and then returns to the 

United States as a finished product. Most of the clothing manufacturers are located in poor 

or developing regions, where labor is cheaper, laws and regulations not so strict, and 

working conditions not well regulated. 
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With the availability of data reflecting the impact of the textile industry in the environment 

in recent years, consumers started to show more interest in how their consumption choices 

negatively affect the maintenance of the natural resources and the survival of the planet. 

Although some scholars debate that consumers do not pay attention to the ethical issues 

related to the production of clothing and do not relate fashion with sustainability (JOY, 

2012), there is a growing number of consumers that are beginning to question the impact of 

apparel consumption, thus gaining more interest in purchasing more environmental friendly 

products (HILLER CONNELL, 2011). 

 

The urgency of the environmental degradation has influenced the consumers in researching 

more about their preferable brands, which bring accountability to such companies. 

Consumers started to demand transparency and action, even if they continue to purchase 

products offered by these brands.  

 

To counterbalance the negative impact of the product consumption, usage and discard, a 

new business economic model emerged, the circular economy – an alternative to the linear 

way of production – with resources designed to be kept in the loop by product reuse, repair 

and recycle. The linear production system relies on the extraction of natural resources, 

which are then converted into goods that later will become waste. The circular economy 

arises to tackle the issue of the dependence on limited natural resources – which are 

becoming insufficient to the demands - to continue the production of goods. In order to 

tackle this problem, the circular economy focus on the regeneration and restoration of 

resources, by disrupting the current system and promoting change from within (ELLEN 

MACARTHUR FOUNDATION, 2015). 

 

Taking into consideration the importance of the textile industry to the global economy and 

the challenges that it faces regarding the scarcity of natural resources to continue its 

productions, the present research aims primarily to investigate how leading retail 

companies in the textile sector are promoting strategies and actions of circular 

economy and how are they incorporating the circular economy in their business 

models. As a secondary objective, this paper aims to group the researched companies in 

different clusters according to their circular economy actions and strategies. 
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After a thorough literature review on circular production, as well as an investigation of 

environmental friendly actions undertaken by fashion brands undergoing this shift in their 

business models, the present research continued to unveil the perception of textile retail 

companies through the conduction of a thorough analysis of secondary data publicly 

available, to bring a comprehensive discussion on actions, strategies and targets related to 

circular economy. We conclude this paper with final considerations, limitations of the 

present study and recommendations for future researches. 
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2. LITERATURE REVIEW 

This theoretical part of the study begins with the environmental impact of the fashion 

industry, as well as the perspectives for its future, following with the emergence of the fast 

fashion and slow fashion business models. The research continues with concepts of 

corporate social responsibility and sustainability, while also discussing themes related to 

consumer behavior and conscious consumption and concluding the literature review with the 

concept of circular economy, instigating a discussion about its viability in the textile sector. 

 

2.1 Environmental Impact of the Fashion Industry 

In a world where change happens on a daily basis, businesses are obliged to adapt rapidly to 

new technologies, new demands from customers, new regulations, new competitors, new 

substitutes for products and services, and the list goes on. Yet, to be competitive in this 

volatile environment, companies need to concentrate in the core of their business: the 

resources that enable them to exist. Any type of product or service offered requires some 

kind of inputs, and usually, most inputs come from finite natural resources. 

 

The fashion industry is facing challenging times nowadays, considering the macroeconomic 

context, the power war in politics and the generation shifts. Brands are struggling to create 

value while they address the consumers concerns over sustainability, which is increasing 

over the years and becoming a crucial part of company risk management (McKinsey & 

Company, 2019). 

 

At the heart of the fashion industry, textiles are considered essential goods and for long have 

been the center of attention when it comes to the expression of personality and style. In the 

past decade, the industry has seen a growth of 5.5% annually (McKinsey & Company, 

2016), but it is estimated to face growth deceleration in 2020, especially in North America, 

Europe and the emerging Asia-Pacific regions. In other regions, the growth halted 

(McKinsey Global Fashion Index, 2019). 
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Table 1: Fashion industry sales growth by region and category 
2019-2020 year-on-year growth, in percentage 

 

 

 

 

Source: Adapted from McKinsey Global Fashion Index, 2019 

 

Before the impact of COVID-19, the fashion industry was expected to grow between 3 and 4 

percent in 2020, falling half percentage in comparison to the previous year. Between the 

product categories, only clothing was expected to have a slightly lower growth in 2020, 

while all other categories were predicted to keep the same growth as of 2019. The slowdown 

may be a response from a trade war, political instability and the macroeconomic uncertainty 

that the globe currently faces (McKinsey Global Fashion Index, 2019).  

 

Regardless of the slow growth that textile industry is expected to have in 2020, the long term 

perspectives are different: the global population is expected to rise to about 8.5 billion 

people by the year of 2030, and the GPD per capita growth is predicted to reach 2% per year 

in developed countries and 4% in developing economies (UNITED NATIONS, 2015), 

which will raise the overall apparel consumption from 62 million tons in 2017 to 102 million 

tons in 2030. Such growth in the industry brings with it the worrying matter of the 

environmental and social costs, especially regarding textile waste and natural resources 

consumption. 
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The textile industry follows an almost linear line of production, distribution and usage, 

utilizing more non-renewable recourses for products that will have a lower usability by the 

consumers, who will then discard the items more often. The cost of the linear way of 

production has had a negative impact in local, regional and global scales. It pollutes the 

environment in all its forms of handling: production of fiber, production of the clothes, 

distribution of the products, usage through the period of life cycle, and then discard of the 

non-wanted items, that will end up in landfills or incinerated, again contributing to the 

emission of CO2. 

 

The increase in textile waste is related to the growth of the consumer disposable income and 

the strategy of the fast-fashion retailers, where clothing is produced with materials of lower 

quality and shorter life cycle, forcing the consumers to purchase another item in a short 

period. This strategy is lucrative to these retailers; however, they result in a large number of 

textiles being disposed or destroyed, without a proper care for the environment (BIANCHI 

and BIRTWISTLE, 2010). 

 

Graph  1: Growth of Clothing and Declining in Clothing Utilization since 2000. 

 

 

 

 

 

 

 

 

 

 

Source: Euromonitor International Apparel & Footwear 2016 Edition (volume sales trends 2005–2015); World 

Bank, World Development Indicators – GD (2017), available on The Ellen MacArthur Foundation report “A 

New Textiles Economy: Redesigning Fashion’s Future” (2019). 

 

The fashion industry is responsible for 10% of annual global carbon emission and the 

forecast is that this number will increase to 50% until 2030 (THE WORLD BANK, 2019). 
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By 2050, it is expected that 8.5 billion people will need clothing, and much of the demand 

will come from developing countries. Overall apparel consumption will see an increase of 

63%, with its usage of water rising in 50%, while the emission of CO2 and the produced 

waste will increase 63% and 62%, respectively (GFA & BCG, 2017). 

 

According to a thorough report entitled “A Pulse of the Fashion Industry”, issued by GFA 

and BCG (2017), the fashion industry affects the environment negatively in several fronts, 

which must be taken into consideration when discussed the impact to natural resources, to 

the society and to the survival of humankind. The following paragraphs illustrate the impact 

of the industry and foresee the implications for the future. 

 

Water Consumption: currently the fashion industry uses 79 billion cubic meters of water 

per year and it is forecasted that by 2030, and addition of 39 billion of cubic meters will be 

required to fulfill the production demands, considering the estimated growth of the industry. 

Freshwater is not well distributed globally, and the main producing countries, such as India 

and China, are already facing challenges of water stress. In addition, the use of fashion 

products, such as textiles apparel require a vast quantity of water as they are washed many 

times during their life cycle. 

 

Energy Emissions: the level of CO2 in the atmosphere has already exceeded in 20% the 

safe levels and the fashion industry emissions are projected to increase by more than 60% in 

twenty years, and the apparel primary manufacturing locations are vulnerable to climate 

change. 

 

Chemicals Usage: cotton production requires the usage of fertilizers that run off from land 

to water, compromising the health of the water system as well as the health of the people 

maneuvering such procedures in plantations. 

 

Waste Creation: the fashion industry is expected to create a total waste of 148 million tons 

by 2030. The majority of the clothing products end up in landfills or incinerated and only 

1/5 of the clothing is collected for reuse or recycling globally. Recycling technology is not 

yet available for a broad range of fabrics and it is difficult to prove that scaling it us 

economic viable. 
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Land Use: by 2030, the fashion industry will need 35% more land to produce cotton and 

other raw materials. Considering the prediction of population growth for the next two 

decades, more and more land will be required for food cultivation, to be able to feed the 

demands of the growing population. 

 

Apart from the issues discussed above, there is also social pressure towards the fashion 

industry in relation to a) labor practices – such as compensation, gender equality, working 

hours, workers’ rights, child labor, etc.; b) health and safety – as workers are exposed to 

hazardous chemicals, working overtime and poisoning; and c) community and external 

engagement – symbolizing the ethical practices of the fashion industry, corporate social 

responsibility, investment in the community and engagement with other stakeholders (GFA 

and BCG, 2017).  

 

Each of the processes related to clothing has a different impact on the environment. A high 

amount of resources is required in the production process, and it is regarded as the primary 

source of environmental degradation in the lifecycle of clothing, with an intense use of land, 

water, chemicals and energy. Water is one of the more critical resources for the clothing 

production; needed for the production of cotton, the preparation of fabric for de-sizing, 

scouring and bleaching, and the dyeing of the cloths. Fabrics are washed after each of these 

processes, to get rid of chemicals and the water then returns to the ecosystem usually 

without any type of treatment, polluting the waters of the planet (GWOZDZ et al, 2017). 

 

Figure 1: Damaging effects of linear production of textiles: 

 

 

 

 

 

 
 

 

 

 

 

Ellen MacArthur Foundation, 2017, available on https://www.ellenmacarthurfoundation.org/news/a-new-

textiles-economy-redesigning-fashions-future-download-the-report-infographics 

https://www.ellenmacarthurfoundation.org/news/a-new-textiles-economy-redesigning-fashions-future-download-the-report-infographics
https://www.ellenmacarthurfoundation.org/news/a-new-textiles-economy-redesigning-fashions-future-download-the-report-infographics
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As illustrated on Figure 1, the textile industry has a negative environment impact in all its 

stages: from the production of fiber – be it organic (with cotton farming, using vast amounts 

of fresh water and pesticides) or synthetic (made of oil) – to the clothing production (using 

energy, chemicals and polluting the water) to the usage by the consumers (with the washing, 

drying and ironing of the garments), until the very last stage of the product life cycle: the 

waste (where it is either sent to landfills or just dumped in the environment). 

 

Cotton cultivation is estimated to receive about 10% of all synthetic pesticides, and up to 

25% of all insecticides applied worldwide, and that is mainly because cotton is very 

vulnerable to insect attacks. Such application of toxic product affects the environment, 

poisons farmers and leads to the degradation of natural resources (GAM et al, 2010). 

 

On the purchase phase, the role of the consumers is highly important, as they have the power 

to decide what clothes they will buy, if the clothes were made with more sustainable 

materials, if the product has a high quality and therefore higher durability, and they decide 

how often they will buy new items and discard the used ones. The purchase phase is strongly 

connected with the production phase, as the decisions made above by the consumers will 

depend on the characteristics of the product available for them, if the production of these 

items employed sustainable practices, the consumers will therefore have more sustainable 

options to choose from, and make positive purchases (GWOZDZ et al, 2017). 

 

The phase of use and maintenance of the garments are primarily of responsibility of the 

consumer. Social norms of high level of hygiene contribute to an excess of cleaning 

regarding the maintenance of clothes. The cleaning phase affects the environment with the 

use of more water, detergents, and in some cases, the use of energy when tumble drying and 

ironing (GWOZDZ et al, 2017). 

 

The discarding phase of clothes is empowered by the excess of consumption, the availability 

of low quality – and therefore cheap – options and the constant change in fashion cycles. 

Although there are many different ways of discarding unwanted clothes, such as donating, 

swapping or renting, most of the waste ends up in landfills or is incinerated, causing 

damaging results to the environment. Items that could have been restored, reused and 
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recycled have their lifecycle terminated before their potential as a resource is fully used 

(GWOZDZ et al, 2017). 

 

When you add these impacts to the growing demand for clothes, especially as a result of a 

market growth in regions such as Africa and Asia and other emerging regions, it is possible 

to foresee that the industry will face major challenges in the future as the natural resources 

are decreasing dramatically, and is prone to lose profitability if drastic actions are not taken 

now.  

 

2.2 Fast Fashion versus Slow Fashion 

Fast fashion is a clothing supply chain model that responds quickly to the latest fashion 

trends, offering updated collections with shorter cycles, usually when seasons change 

(ZAMANI et al, 2017). The fast fashion system relies in overconsumption of apparel and it 

puts the pressure of the clothing waste mostly on the shoulders of the consumer, who uses 

the item for a short period and must decide what to do with it afterwards. In addition, while 

some clothes are collected and re-used, very little is done to recycle the textiles after their 

life cycle ends (COBBING and VICAIRE, 2017). This new business model provides a 

variety of clothing designs following the most current fashion trends, making it more 

attractive to the consumer with the always-new pieces coming to the store, and the lower 

prices that such products have in comparison with the more durable ones.  

 

The traditional production system relies on the offer of two fashion seasons a year: 

spring/summer and autumn-winter. The typical fast fashion business model changed that 

dynamic to offer about 50 fashion micro-cycles per year (DREW and YEHOUNME, 2017), 

some retailers even offer an entirely new collection every three to five weeks (ZAMANI et 

al, 2017). The following image illustrates that significant shift: 

 

Figure 2: Traditional fashion cycle versus fast fashion cycle: 
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     Source: The World Resources Institute, 2017. 

Such shorter fashion cycles promote the over-consumption of clothing, as the items bought 

today are “out of style” in a few weeks and need to be replaced by the newest models. From 

2000 to 2014, the consumer purchase of garments per year grew 60% in an industry that 

doubled its production in the same timeframe. Another reason for the increase in 

accessibility of fashion is the low rise in clothing price, compared to other goods. In Brazil, 

for example, the average price of goods grew 247% in a decade (1995-2014), while the 

average price of clothing grew 133% in the same period. In the Unites States, while the 

average price of goods increased 55%, the average price of clothing decreased 3%, making 

fashion even cheaper that it was a decade earlier (McKinsey & Company, 2016). 

 

Slow fashion was then introduced to counterbalance the over consumption caused by the fast 

fashion business model. It goes against the cheap, homogeneous and quantity-orientated 

fashion behavior. Slow production enables the environment and the people to co-exist in a 

healthier way and it allows time for the environment to regenerate. In adopting a slow 

production system, business can also improve the quality of life of their employers and their 

relationship, as it takes the time pressure off, and applies concepts of long-term employment, 

instead of the short contracts and subcontracts usually offered by the fast fashion industry. 

Mass retailers also forces small producers out of business, as they cannot compete in price 

and volume (JUNG and JIN, 2014). 

 

The movement of slow fashion started with the collapse of the Rana Plaza building in 

Bangladesh, in 2013. The building housed many garment manufacturers and more than a 

thousand people lost their lives in the accident. The fall of the building brought to attention 

the poor working conditions offered by these companies and the lack of safety concerns for 

their employees (THAPA, 2017). With that, more and more stakeholders and consumers 

started shifting their attention to the impacts of the fashion industry and demanded that these 

companies take responsibility for their actions. 

 

A slower production goes beyond the notion of sustainable practices, it also reflects in the 

quality of life for workers, removing the time pressure in the production of clothing, which 

results in better working conditions and improving the quality of each garment, thus 

extending their life cycle (JUNG and JIN, 2016). Slow fashion was inspired by the slow 
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food movement created in Italy in 1980s - a response to the increase in fast food - where 

besides focusing on slow cooking methods, also promote the support of small local farmers 

and the use of local produce, promoting good, clean and fair products (POOKULANGARA 

and SHEPHARD, 2013). 

 

Figure 3: Framework model for slow fashion process 

 

 

 

 

 

 

 

 

 

 

 

Source: Adapted from Pookulangara and Shephard, 2013. 

 

The slow fashion model is very important because it challenges fashion companies to 

include sustainable, environmental and ethical practices in their production, also 

emphasizing experienced labor and educating consumers to make better decisions when it 

comes to their purchases (POOKULANGARA and SHEPHARD, 2013). 

 

Notwithstanding, the future of the fashion industry relies on the will and ability of 

companies to accept that the current production style is no longer viable and that a 

transformation to a more sustainable business model is imperative. Hence, and the slow 

fashion model is an alternative way to counterbalance the negative effects of the fast fashion 

business model. 

 

2.3 Perspectives of Corporate Social Responsibility and Sustainability 

Corporate Social Responsibility (CSR) is a commitment made by a corporation to improve 

the well-being of the community by using corporate resources, and CSR practices are not 
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mandated by law, but are voluntary actions of companies to improve the lives of the 

communities around them (KOTLER and LEE, 2005). 

CSR and sustainability walk hand in hand, considering, beyond the environment, working 

conditions of the employees, fair wages, ethical and lawful action and social responsibility. 

Sustainability overlaps with the concept of CSR, the latter including also the respect for 

juridical and ethical guidelines, such as respect for the employees and care for the 

environment (LENNE and VANDENBOSCH, 2017). For the authors Feng et al. (2020), 

corporate sustainability addresses the implementation of sustainable developing policies 

defined by the United Nations, while CSR is better known as a norm that involves social and 

environmental matters in a softer way which must be followed by businesses in general. 

 

CSR has become a mainstream activity in corporations, and it reflects their desire to act in 

response to the expectations of their stakeholders, the society and the environment (YUAN 

et al., 2020). In the past, businesses priorities relied only on profit. Nowadays, this reality no 

longer exist, organizations are now obliged to comply with social and environmental 

objectives to ensure their survival (CAZERI et al., 2018). This reality has never been truer to 

the fashion industry, which has been the center of criticism in the past decades for the large 

negative impact that the sector leaves on the environment and for the poor working 

conditions it offers to workers, especially in underdeveloped regions in Asia, Africa and 

Latin America.  

 

CSR does not correspond only to operations conducted within the company, but also within 

the value chain, with suppliers playing an important role when they make decisions on how 

they will treat the environment and the communities in their business practices. The 2013 

collapse of the eight-story building Rana Plaza, in Bangladesh illustrates how a company or 

even a whole industry can have their reputation put at risk by the actions or lack thereof 

from suppliers  – the poor infrastructure conditions imposed to workers who produced 

garments to big names on the fashion industry. The event that took the lives of more than 

1.000 people put the spotlight into the fashion and textile industry, demanding that these 

large retailers take responsibility for the impacts in their value chain (BIAN et al., 2020). 

 

Considering the negative impact of the fashion industry on the environment and, many 

times, in the lives of its workers, it became a necessity for fashion businesses to start looking 
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into their footprint and responding for their actions, as they are now being closely monitored 

by their stakeholders, as well as the consumers, with the help of global monitoring 

institutions. 

 

For that reason, many fashion companies started implementing environmentally sustainable 

initiatives in their business strategies, but mainly focused on the life cycle of their products, 

with a very shy attempt to take the responsibility to educate their consumers during the 

usage of their products. In fact, the responsibility continues even after the end of the life 

cycle of the product, as many environmental issues related to textile happens at the stage of 

discard, generating waste (FENG at al., 2020). The authors add that when companies are 

closely monitoring their responsibilities and acting to mitigate their impacts, they are able to 

attract new businesses and customers, having a competitive advantage over their 

competitors. 

 

For many years, the fashion industry has focused on improving supply chain practices 

related specially to waste management, toxic-free production and sustainable materials. 

However, only recently the industry has focused on use, reuse and end-of-use management.  

 

The post-consumer textile has become a serious danger to the survival of the industry as the 

consumption is growing – and with it, the number of purchases and discards – and the 

resources needed to produce the garments are running out as the depletion of such surpass 

the renewal of natural resources. The environment does not have a chance to recover, and 

the companies will soon be out of raw materials if new solutions are not found (Ellen 

MacArthur Foundation, 2015). This new environmental paradigm forced fashion companies 

to look more closely on how and by how much they affect the environment and the society, 

and thus put in place strategies and actions to mitigate these negative impacts. 

 

In response to the scrutiny of customers and monitoring and research organizations, such as 

the United Nations and EMF, textile companies started to introduce several initiatives to 

counterbalance their negative impact, for example adopting fur-free policies, promoting fair 

trade, increasing workers’ wages and improving work conditions, launching programs to 

trace the impacts of supply chain and introducing social and environmental requirements to 

supplier (PEDERSEN and GWOZDZ, 2014). 
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Summarizing, textile corporations with global reach can use their power to influence their 

stakeholders, driving change across the supply chain and creating value for their companies, 

products, the society and the environment (GREENPEACE, 2014). 

 

2.4 Consumer Behavior and Conscious Consumption 

The digital transformation and easy access to information have contributed for the drastic 

increase in consumption, especially for young consumers who are constantly on their phones 

and surfing different social media platforms to see what is new. This accessibility caused the 

phenomenon of “see now, buy now”, a business model created to respond to the consumers 

demand to have things they want instantly, right out of the catwalks to the stores 

(TAKAMITSU; GOBBO JUNIOR, 2018). In reaction to these customers’ demands, fashion 

retailers sped up the process, so garments are available right after they leave the catwalks. 

Notwithstanding, the desire for new clothes arise quickly. A recent research conducted by 

the Greenpeace has found that people buy far more than they need, and that the pleasure of 

owning something new fades away quickly, leaving a feeling of emptiness that motivates the 

consumers to buy again, alarming concerns that the overconsumption, while destroying the 

planet, is also fueling anxieties and undermining true happiness (WAHNBAECK and 

ROLOFF, 2017). 

 

Clothing consumption has a vast impact on the environment and the current consumer 

purchase behavior adds to that impact tremendously, as one quarter of the carbon footprint 

from clothing comes from the usage phase (cleaning), and about three quarters comes from 

the end of lifecycle phase (fast replacing), when the items are discarded as waste (IRAN; 

SCHRADER, 2017). Regardless of these facts, fast fashion retailers continue to feed that 

need and to provide consumers with more and more often. 

 

However, on a positive note, a growing number of consumers are considering alternative 

options to overconsumption, and with the use of technology, they are able to connect with 

people who have similar intentions and are looking for possibilities against ownership, be it 

for the cost of products and services that are taken into consideration, or for the 

consciousness of the problems caused by consumerism. Sharing systems appeared to offer 
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the benefits of products and services without the burden of ownership, helping customers to 

reduce their level of consumption while they do not need to abstain from using the services 

and products that they desire (AKBAR et al, 2016). 

 

Consumers are now able to make conscious choices by purchasing organic, eco-friendly 

products, recycling, decreasing their consumption and recycling, reusing, repairing and 

sharing products (SKAWIŃSKA and ZALEWSKI, 2018). 

 

There is a difference between green consumption behavior, sustainable consumption 

behavior and conscious consumption behavior. The first is the defined as the choice to 

purchase products that are less damaging to the environment, that are not a threat to water, 

natural resources and animals. The second is far more comprehensive and takes into 

consideration other aspects of the production that affects the society, such as working 

condition of the employers and their wages, as well as the protection of the environment and 

its natural resources (JOHNSTONE; HOOPER, 2016). The third is similar to sustainable 

consumption behavior, but also takes into consideration fair trade – consumers have a 

disposition to purchase products produced and traded with fair labor and ethical business 

practices (BALDERJAHN, 2013). Other terms such as socially responsible behavior, 

environmentally friendly behavior and ethical consumption are also present in many 

researches, but their meanings are similar to the three terms already discussed in this 

paragraph. 

 

When consumers buy organic goods, they believe they are buying eco-friendly products, 

which are good for society and the nature, as no chemicals are used or poured in the 

environment; neither inflicted in the workers, jeopardizing their health. However, organic 

does not necessarily mean it is good for society. It is important to take into consideration 

how that product was farmed, harvested and sent to production. While it is positive that 

there is no use of damaging chemicals in the production of organic products, it is crucial to t 

considerate the working conditions on that farm, the labor and the wages of the workers.  

 

In many countries, especially poorer regions where regulation is not very strong, even young 

children are forced to work on cotton fields to either help their families economically, or as a 

form of slave labor (INTERNATIONAL LABOR ORGANIZATION, 2016), which 
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demands more efforts from conscious consumers to research about the products they are 

purchasing, not only considering what type of material is used to make them, but also how 

the business of making that piece of garment affected people and the environment.  

 

Some companies even use greenwashing to induce consumers to purchase products with 

labels that indicate that they are more sustainable, using terms such as eco-friendly, organic, 

eco-product, however, these terms are widely used and do not always convey the real 

attributes of the respective product, but it is difficult for consumers to verify this 

information, and many times they just perceive these products as being sustainable 

(ARAÚJO et al., 2016; SCHMUCK et al., 2018). Stating that a product is sustainable is an 

overstatement, as effect of production on the environment if difficult to measure and thus 

not fully known, so products may have attributes of sustainability, while still negatively 

impacting the environment. 

 

Environmental values and beliefs are currently being widely assessed in academic research 

developed to understand the motivations for consumer purchase of organic, eco-friendly 

products; however, studies from almost three decades ago already assessed the importance 

of understanding the motivations for the consumption of such products. Attributes such as: 

technology (fade-free, shrink-free, stain-resistance, for example); fabric (types of cotton 

available); production (is the product imported or produced locally?); sustainability (is the 

product produced with environmental consciousness?); and price (are consumers willing to 

pay the higher prices of eco-friendly products?) make up for some of the elements that are 

considered important to consumers that are more environmental conscious (MATTHEWS; 

ROTHENBERG, 2017). These questions reflect the ethical aspects of the choices consumers 

are making.  

 

Consumers with an ethical consciousness towards clothing purchases are usually concerned 

with employee welfare, considering the negative impact that the clothing industry have in 

the workers lives, falling short of fair wages, safe working conditions, no use of child labor 

and care for their health, not exposing them to damaging chemicals.  Animal welfare is also 

a concern for environmental sensitive consumers who are aware of the damage caused to the 

fauna when chemicals and dyes are tested on animals, or when they are killed for their fur or 
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skin, to produce fashion items (MAGNUSON et al, 2017), However, consumers concerns 

about ethics and sustainability may not always be considered when they purchase products. 

 

According to Niinimäki (2010), there is no rational explanation for consumer purchase 

decision and their values, and normally, price and style play an important part on the final 

decision. The reasons for that discrepancy are: 1) sustainability regarding clothing is very 

complex; 2) there is a vast diversity in what the consumers consider ethical; and 3) the 

purchase of clothing is not an altruistic action. Joy et al. (2012) found that especially young 

consumers separate fashion from sustainability, even when they understand that 

sustainability is important. 

 

For Hassan et al. (2013), the uncertainty regarding knowledge has caused consumers to 

compromise when purchasing clothing; there is not a clear terminology that defines the 

products that have sustainable attributes, with many different brands creating their own 

terms, which results in confusion upon the purchasing stage. The following image better 

illustrates this paradigm: 

 

Figure 4: How uncertainty affects consumer behavior. 
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Source: Adapted from Hassan et al, 2013: Conceptual Model: Uncertainty in Ethical Consumer Choice. 

 

Figure 4 illustrates why ethical consumers might fail to act in accordance with their beliefs 

and ethical principles. The types of uncertainty regarding knowledge, evaluation and choice 

of product has led to consumers to compromise in their choices, due to the complexity of the 

decision to be made (HASSAN et al., 2013). 

 

There is a gap, however, in academic studies that attempt to identify the specific reasons 

why young consumers decide to engage in the consumption of sustainable clothing, and 

although these consumers have basic knowledge regarding sustainable choices, they are 

unable to relate such concept with their own consumer behavior (DIDDI et al., 2019). To 

activate the engagement of consumers with products that carry sustainable attributes in 

fashion retail, more research is needed to better understand consumer motivations and how 

they assess the service life of garments (MCNEILL et al., 2020). 
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Nevertheless, the complexity of making sustainable decisions does not necessarily mean that 

consumers are more prone to make unsustainable choices. According to Magnuson et al. 

(2017), slow fashion is also another tendency that caught the attention of consumers, 

promoting higher quality items with more durability and lower fashion cycles, allowing the 

consumers to keep their clothes for a longer period, preventing the garments to be discarded 

as waste before the end of their lifecycle. However, environmentally friendly clothing has a 

higher cost than the semi-disposable items available in the market. The costs are not only 

monetary, but also involve time effort to look for green fashion items not widely available in 

the market and that limits the access to such products.  

 

Gupta et al. (2019) reflect on the need to change the consumer focus from buying fashion to 

buying styles, and that this shift will contribute to adopting the slow-fashion form of 

consumption. The authors also reflect that there is a difference between fashion and style, 

the first being a distinctive mode of tailoring, while the latter is the simply the style 

prevailing in each given time. Style will reflect on people’s personality and individuality, 

while fashion is the response to follow the newest trends on the market. 

 

Considering that consumer satisfaction is of great importance to retailers and manufacturers, 

such players need to pay close attention to the wants and needs of their consumers, and at 

the same time, secure profit for the business (KINCADE et al., 1998). In this scenario, 

sustainable development and consumption (SDC) has received considerable attention as 

consumer behavior has also changed over time.  

 

According to Choi et al. (2015), a few key consumption motivations that move towards the 

SDC are frugality (where economizing monetary and material resources - focused on future 

goals instead of instant gratification – will be a decision point of purchase) and fashion 

consciousness (which refers to the degree of interest and awareness regarding the current 

fashion, however with a more style-conscious fashion that will communicate individuality – 

and these consumers will prefer to buy quality over quantity). Following this same line of 

thought, one must also consider the newly consumer attitude towards environmentalism, 

with the environmental purchasing including the purchase of environmentally friendly or 

green products, and the environmental disposal behavior, which reflects the awareness and 
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focus on reduction of waste and the promotion of recycling (JOUNG and PARK-POAPS, 

2013). 

 

In this context, we shall also bring into the discussion the role played by the phenomenon of 

the sharing economy in the change in the purchase behavior of consumers. Sharing has been 

a part of the society for a long time, but sharing economy is a new broad concept that 

embraces many different practices that include sharing, renting, trading, swapping, 

exchanging, borrowing and purchasing secondhand products (CURTIS and MONT, 2020). 

 

The sharing economy contributes to a more sustainable consumption, as it extends the 

usability of products and services by facilitating access to these goods, commonly with the 

use of technology. Yet, not all models of sharing economy are sustainable, as an example, 

Uber and Lift are known to increase the traffic and therefore, the greenhouse emissions; 

Airbnb is being criticized for the depleting of local house stock and the increase in housing 

prices. Hence, as the sharing economy is not sustainable by default, there must be a strategic 

plan when creating sharing economy business models (SEBMs) for sustainability (CURTIS 

and MONT, 2020; LAUKKANEN and TURA, 2020). 

 

Customers are also on the lookout for brands that have strong actions of corporate social 

responsibility and sustainability, as well as for alternatives to the traditional ownership of 

things. One of the alternatives to consumption is the promotion of collaborative 

consumption, where individuals can share products and services and avoid the purchase of 

unnecessary new products. This solution is possible with the use of technology and 

community interaction and is an alternative to the consumption habits of ownership of new 

products (PISCICELLI et al., 2015). 

 

In recent years, consumers are changing their behavior patterns and are more open to the 

idea of accessing goods, instead of owning them, and this shift in behavior creates new 

alternatives for consumption. In this model, consumers gain access to goods without owning 

them, paying only for the temporary limited use of the product, normally by renting them or 

paying a subscription fee. This is an access-based business model and it brings choices for 

consumer consumption, giving options of experiencing a service or using a product shared 
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among multiple consumers, bringing value to these goods by maximizing their usage and 

minimizing their costs (LAWSON et al, 2016). 

 

With all these alternatives to ownership, fashion retailers must adapt their business to offer 

more possibilities to customers, especially to those who are more conscious about the impact 

of their choices when purchasing a product or a service.  

 

2.5 Circular Economy 

Resources are taken from nature, converted into goods and later on, they become waste. 

That is the mainframe of the linear economy and it has been the main production style that 

prevailed in economies for decades (MURRAY at al., 2017). As economic and production 

systems cannot be separated from the environment, the impact of human activities on the 

natural environment has its consequences (GENOVESE, 2017). The open loop of take-

make-dump has been the norm for a long time and has cause the depletion of nature without 

a restorative action, and even when such action exists, the recovery of nature does not follow 

the pace in which more resources are being extracted. The need for a new production system 

closing this loop to transform waste into input for new processes is a not an option anymore, 

is a necessity for the survival of many production cycles (FRANCO, 2017).  

 

Humanity lives in a linear economy with the lifestyle of the single use, where resources are 

taken from the nature, sent to factories for mass production of goods and distributed to 

consumers for typically single or limited uses. These goods are later discarded, and new 

ones are needed to satisfy the demand of the consumers. Considering that the natural 

resources available in the planet are limited, this way of production and consumption is 

unsustainable. A few of the problems caused by a linear economy are the greenhouse effect, 

connected with the emission of CO2 into the atmosphere; the degradation of natural 

resources; the increase in the prices of products, the shortage of clean water, the pollution of 

the soils, and the growing demands for energy. Globalization, the consumption habits and 

the increase of the middle class have also contributed to the depletion of natural resources 

(SKAWIŃSKA and ZALEWSKI, 2018). 

 



   

 

 

 

 

34 

Scientists predict that humanity is consuming natural resources at a 50% faster rate than it 

can be replaced, and that by 2030, two planets the size of the earth worth of natural 

resources will be needed to satisfy the demands of the prospected consumption. Considering 

that the global middle class will probably double in the same period, demand for resources 

will also increase, making it more difficult to create a healthy balance with the environment 

that offers limited resources and the needs and wants of the global population (ESPOSITO 

et al., 2018). 

 

Such predictions bring an urgency for action, and for Jesus and Mendonça (2018), even with 

significant environment improvements, the current scale of consumption and the way that 

the manufacture system works today, if not drastically changed will be a threat to the future 

generations and for the environment. New solutions are needed to shift this destructive 

pattern and start a generative one. 

 

The circular economy emerged as a solution to replace production with efficiency: use the 

product until the end of its life cycle, reuse, repair, and if nothing more is possible, recycle. 

This way, the unwanted product that would become waste now has the opportunity to 

become something else, as a resource to create new products and keep them on the loop. The 

business model of the circular economy is divided in two fronts: promoting the extension of 

the product life by repairing, remanufacturing and upgrading or through the recycle of the 

materials to turn old goods into new resources (STAHEL, 2016). 

 

With garments becoming accessible and at the same time, disposable, the implementation of 

a new production model such as the circular economy is imperial to the maintenance of the 

natural resources, by extending the lifecycle of the clothes and enabling such items to be 

reused or recycled at the end of their use, exploring the full potential of these resources, 

creating a circular process (TAKAMITSU and GOBBO JUNIOR, 2018). The circularity of 

materials is aligned with the cradle-to-cradle principles – a development paradigm with a 

focus on eco-effectiveness, to reduce the environmental impact and of products and services 

(TOXOPEUS et al, 2015) –, instead of the concept of cradle-to-grave, when so much waste 

is generated and not properly disposed of.  
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The circular economy is a zero-waste scenario, its approach regards to the transformation of 

waste in a valued resource, repeatedly. Wastes are created in all stages of the process for 

textile products: fiber, yarn and fabric production, manufacturing of clothes (especially with 

the washing of fibers, which demands a high quantity of water), and post-consumer discard. 

Both industrial waste and consumer waste must be taken into consideration from companies 

that intend to adopt the circular economy strategy (TYLER; HALL, 2018). The next 

paragraphs reflect on the origin of the term circular economy and its definition, with 

scholars arguing in favor and against the benefits of this new economic model. 

 

Although there is not a clear evidence of when and where the initial concepts of circular 

economy originated, the concept was made popular in China in the 1990s, in response to 

economic growth and limitation of natural resources. China, as the largest global producer of 

goods, emits the higher levels of greenhouse gas than any other country in the world. In 

response to the United Nations Framework Convention on Climate Change, economies like 

China created strategies for low-carbon development (WINANS et al., 2017). However, 

some scholars argue that the first concept of circular economy took place in 1848, when R. 

W. Hofman - the first president of the Royal Society of Chemistry – declared that for an 

ideal factory of chemical products, there should not be any waste, only products (MURRAY 

et al., 2017, SEHNEM; PEREIRA, 2019). 

 

Reike et al. (2018) view the circular economy not as a new and transformative concept, but 

as a refurbished one. The authors argue that many elements of the circular economy have 

appeared in older key sustainability sub-concepts such as the Industrial Ecology, Eco-design 

and Closed-loop-Supply Chain Management, and that to have the potential to induce 

transformative sustainable changes, the term has to be carefully defined by scientists and 

practitioners, especially in this moment where circular economy is a hot topic in the current 

global discussions. 

 

The circular economy was also largely studied by the Ellen MacArthur Foundation and the 

McKinsey Global Institute, two organizations that proposed a new model for the industry, 

where not only would it be able to do more with less, but it would also recover the Earth and 

its natural resources. Circular economy has the potential to maximize the resources that are 

already in use along all points of the lifecycle of the products, and also reuse discarded 
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goods or its parts to create new ones (ESPOSITO et al., 2018). The Ellen MacArthur 

Foundation (EMF), founded in Britain in 2010 had a pivotal role in bringing the concept of 

circular economy to the business community (BOCKEN et al., 2017).   

 

The Ellen McArthur Foundation (2012) developed a diagram to outline the three principles 

of the circular economy and to help businesses understand the concepts to a better 

implementation. 

 

Figure 5: Circular Economy System Diagram 

 

 

  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Ellen MacArthur Foundation, drawing from Braungart & McDonough, Cradle to Cradle (C2C), 2017. 

According to Ellen McArthur Foundation (2012), the first principle of the circular economy 

aims to preserve and enhance the resources with the management of renewable flows, the 

substitution of materials and preservation of finite materials. The second principle is to 

optimize the resources by keeping them circulating on both technical and biological cycles, 

to maximize the use of such materials to the highest utility possible. The third principle of 

the circular economy aims to foster an effective system that allows for recycling of all waste, 

to be reused as components. 
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The circular economy system diagram, also known as the butterfly diagram, tries to capture 

the flow of materials throughout the product life cycle, as well as the financial value of each 

process. This model is usually related to the cradle-to-cradle framework, designed to 

eliminate the concept of waste (EMF, 2012). To add to the work of the Ellen MacArthur 

Foundation, Morseletto (2020) studied in detail the targets for the circular economy, 

believing that they are of great relevance for the governance of the CE. The author created 

the following framework to synthetize the strategies behind each of the targets to facilitate 

the transition towards the circular economy: 

 

Table 2: Targets of the Circular Economy 

Smarter product use and 

manufacture 

 Refuse 
 

Make product redundant by abandoning its function or by 

offering the same function with a radically different product 

 Rethink 
 

Make product use more intense (e.g. through sharing products 

or by putting multi-functional products on market 

 Reduce 
 

Increase efficiency in product manufacture or use by 

consuming fewer natural resources 
       

Extend lifespan of product 

and its parts 

 Reuse 
 

Re-use by another consumer of discarded product which is still 

in good condition and fulfills its original function 

 Repair 
 

Repair and maintenance of defective product so it can be used 

with its original function 

 Refurbish 
 

Restore an old product and bring it up to date 

 Remanufacture 
 

Use parts of discarded product in a new product with the same 

function 

 Repurpose 
 

Use discarded products or its part in a new product with a 

different function 
       

Useful application of 

materials 

 Recycle 
 

Process materials to obtain the same (high grade) or lower (low 

grade) quality 

 Recovery 
 

Incineration of material with energy recovery 

Source: Adapted from CE strategies, Potting et al. (2017). 

The concept of circular economy is of great interest for both scholars and the industry, as it 

is viewed as a way to implement the concept of sustainable development, which is a much 

vaguer term. Sustainable development was initially defined as a development that meets the 

demands of the present without compromising the availability of resources for future 

generations (KORHONEN et al., 2018), while circular economy is usually associated with 

the terms “reduce”, “reuse” and “recycle”, in the process of production, circulation and 

consumption of goods (KIRCHHERR et al., 2017). 
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For Korhonen et al. (2018), many different definitions were created to define the circular 

economy, however, practitioners, business and policymakers are exploring and defining 

circular economy almost exclusively, as its scientific research content is yet to be explored 

by the academia. The authors aimed to start building a scientific basis for the circular 

economy concept with a critical analysis, by publishing a comprehensive study on what 

circular economy is and how it contributes to the goals of sustainable development in all its 

three dimensions: economic, environmental and social. As a result, the study brought to light 

two main contributions: 1) circular economy highlights the importance of high value and 

high quality material cycles in a new way, and 2) sharing economy, together with circular 

economy, can help reach the goals for sustainable development, by making a shift in the 

consumption culture.  

 

Korhonen et al. (2018) highlighted challenges in the circular economy having a positive 

impact on global net sustainability, as a governing global body does not exist and usually the 

physical flow of materials cross-organizational, geographical and administrative boundaries, 

diminishing the ability to manage projects in large scale and in the long term. In addition, 

projects conducted in only part of the flow may have a negative impact on other parts of the 

system, making it difficult to assess the contribution of circular economy to sustainable 

development. Another challenge that should be taken into consideration is the fact that with 

a more efficient production, the cost of production will decrease, bringing down the prices of 

the goods, which can increase consumption, thus challenging the principles of sustainable 

development. 

 

Millar et al. (2019) agree in their current review that there is not an adequate association 

between the concepts of the circular economy and sustainable development per se. The 

authors indicate that there is no certainty that the circular economy will effectively address 

the problems caused by the linear system and furthermore, no assurance that the circular 

economy will not continue to degrade the environment, notwithstanding at a slower pace, as 

it will still rely on the extraction of virgin resources to guarantee economic growth and 

improve the society. 
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Geissdoerfer et al. (2017) bring attention to the challenge posed by the ambiguity of the 

definitions of both circular economy and sustainability, affirming that the lack of a clear 

definition of the concepts constrains the efficacy of using the approach in both research and 

in practice. Berardi and Dias (2018) bring a discussion about the financial burden regarding 

the costs of the circular economy in the short term. In the linear economy, the costs of the 

negative externalities are diluted within the market agents or are left to the public sector, 

while the transition to the regenerative model of the circular economy will fall mostly on the 

producer, costs that today are disassociated from production and consumption pricing. 

 

De Man and Friege (2016) conclude that the idea that the circular economy can offer 

sustainable solutions is wrong, and their assumption is based on the following problems 

posed by the proposal of the circular economy: 1) processed waste become a downgraded 

material which need a large quantity of energy to create value, a circular process where 

waste will always go back to the grid will need, apart from energy, time; 2) it is not possible 

to guarantee that natural nutrients can be fed again into the ecosphere in scale; and 3) 

scientific information about the harm effects of substance flows in the environment is still 

progressing. The scholars also argue that experiences in implementing the circular economy 

are still very limited and occurred mostly with waste that were closer to its original material 

and biological cycles, and their results are even so modest. 

 

Berardi and Dias (2018) further stress that the consumer behavior is a major challenge for 

the circular economy, as there has to be a change in the consumer mindset from ownership 

of the goods to the functionality of the product, for example, by sharing products and 

services. That, however, is a difficult task as consumer behavior is related to social and 

cultural factors that are not easily modified. Therefore, for Hopkinson et al. (2018), 

marketing should also play a crucial role in changing the customer perception regarding 

refurbished products, as up to this point, the message passed is that new is better. There is a 

group of consumers who choose to buy second-hand products for environmental reasons, 

bring their own bags to the supermarket choose to purchase eco-friendly products, however, 

the number of consumers that make that change in their consumption habits is still very shy. 

 

Schröder et al. (2019) however, adopt a more diplomatic approach by affirming that 

pragmatism is needed, as it is not realistic to affirm that either the circular economy or any 
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other new solution presented will be able to address all sustainable issues without 

limitations, notwithstanding it is important to be aware of the limitations and explore 

different approaches that to create a more holistic strategy. 

 

Strategies are important to guide transformation, yet business still need to study and 

understand the challenges of the circular economy. As any change in the status quo, 

adapting to a new concept and framework is not an easy deed. Kirchherr et al. (2018) enlist 

the following barriers in the process of adopting the principles of CE: 

 

• Cultural barriers: costumers prefer new products and they often lack the awareness of 

the real impact of their choices. Companies also have a strong culture, and not often 

they are willing to collaborate with other companies in the chain, the circular 

economy is not integrated in their strategy, vision and key performance indicators; 

• Market barriers: the low prices of virgin materials and the high cost of investment in 

adaptation prevent many companies to tread in the waters of the circular economy. 

The limited funding for circular economy strategies and the lack of standardization 

are also challenges that halt any effort towards a sustainable model; 

• Regulatory barriers: there is a need for change in laws and regulations to facilitate 

the interaction and contribution between stakeholders, however, there is not a global 

consensus on how these regulations should be updated; 

• Technological barriers: there are not many-large scale examples of success in 

circular economy to drive the will of companies; and the lack of data on the real 

impact of the industries is another problem that must be addressed, together with the 

concern regarding the ability to deliver high quality products that are, for example, 

made out of recycled materials. More investment in technology is necessary and an 

adaptation of the product design to make the products available for recycling at the 

end of their life cycle. 

Kirchherr et al. (2018) further debate about the interaction of these barriers between 

themselves, making it more difficult to adopt the circular economy as a core business model, 

and the most pressing barrier to be taken into account is cultural – both that of companies 

and of consumers – as the company and people mindset are the most difficult to change.  
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Taking into account that these barriers are indeed an impediment to the implementation of 

the circular economy, Agyemang et al. (2019) agree that many of the drivers and barriers for 

this transformation are at the micro-level, created internally, instead of externally, which 

means that the main change must occur on the core level of the company, and it must be 

embedded in its culture, mission and strategy. 

 

Among the critics regarding the circular economy, the most argued issue is the difficulty of 

its implementation. It is a lengthy and costly process that involves not only the company but 

also all its stakeholders, from suppliers to the final consumer, and the lack of profitable 

success cases (KIRCHHERR et al., 2018). Moreover, Suárez-Eiroa et al. (2019) debate that 

there is still a lack of a clear connection between the theoretical goals defined for the circular 

economy and the practical strategies to put it to action. 

 

The shift from linear to circular economy is not straightforward and will not be done by 

single companies or a small cluster of enterprises, it will require a broader reach that will 

entangle the private and public sector and the non-government organizations, in a true aim 

for holistic change to define standards, business models, reserve network and systems that 

enables the circular economy to take shape.  

 

Sandvik and Stubbs (2019) argue that to enable the implementation of circularity, 

collaboration on a larger scale is necessary, involving also consumers so they can give 

access to their waste, following to an industry-wide and society collaboration.  

 

Some companies have made the shift, and the table below illustrates the challenges that they 

have faced in their adaptation process: 

 

 

 

Table 3: Challenges of the Circular Economy from the point of view of businesses. 

 

 

Economic Viability 
 

Large investments in research, technology, training and production are 

necessary 
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Product Characteristics 
 

Products that designed to last are unable to respond to fashion trends 

Standards and Regulation 
 

Current taxation systems and policies are not aligned with the adoption of the 

Circular Economy principles 

Supply Chain Partners 
 

Difficulty in finding appropriate supply chain partners that are aligned with the 

principles of the circular economy 

Culture 
 

Internal resistance to change, limited awareness and commitment from 

managers and employers regarding the circular economy 

Technology 
 

Processes such as recycling may be inefficient from a technological 

perspective, causing losses and contamination of materials 

Users' Behavior 
 

Willingness to pay more for a durable product; lack of trust in renovated, 

refurbished of recycled products. 

Benchmarking 
 

Unavailability of data regarding success cases in different sectors. 

 

Source: Adapted from Bressanelli et al, 2019. 

 

Notwithstanding, several companies are making the move to adopt actions related to the CE 

to become a more sustainable business, and in many cases, to guarantee the survival of the 

industry. Bringing the concept of the circular economy into textiles, the Ellen MacArthur 

Foundation (2017) presents a framework for a new textile economy, one that closes the loop 

on the production, usage and end of use of clothing, keeping clothes, fabric and fibers at 

their highest value possible during use, and afterwards, keeping them in the loop so they will 

not become waste, instead they will become input for new products. Figure 6 represents how 

it is possible to circulate value in all processes of production, use and end of life cycle of 

clothing. Figure 6 exemplifies how the industry can better align itself with the circular 

economy and innovate towards a more sustainable production: 

 

 

 

 

 

 

Figure 6: Ambitions for a new textile economy: 
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Source: Ellen MacArthur Foundation, 2017. 

 

The new textiles economy relies on four ambitions, which are described by the Ellen 

MacArthur Foundation (2017), as follows: 

 

The first ambition is to opt out of substances that are harmful to health and to the 

environment, making sure that no pollutants are released into the environment and the 

ocean. This goal can be reached by: 1) A joint effort of the industry to coordinate innovation 

and create a safer cycle for materials, eliminating substances of concern to enable large-scale 

recycling and to avoid the negative impacts in all stages of the value chain; and 2) A drastic 

reduction on plastic microfiber release, enabled by the implementation of new materials and 

processes that reduce the shedding of microfibers, and with the use of technology to 

effectively capture those microfibers that do shed, avoiding them reaching the environment. 

 

The second ambition for a new textile economy is to transform the way that clothes are 

designed, sold and used, to avoid the growing negative impact of these garments in the 

environment. The following actions can be taken in order to achieve this goal: 1) Scaling up 

the usage of clothing, providing rental options for these items through subscription-based 
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models that offer alternative to purchase. 2) Making durable items more attractive to 

customers, transforming quality and durability into value in the eyes of the customers. 3) 

Increasing further the utilization of garments through brand commitment, designing 

garments that last longer. 

 

In alignment with the second ambition for the CE (EMF, 2017) Fortuna and Diyamandoglu 

(2017) outline that waste prevention can also be achieved by producing with more durable 

materials that last longer and can sustain repairs, and apart from that, diverting second-hand 

products for reuse.  

 

For textiles, reuse can be done in several different ways, aiming to prolong the product 

service life, by transferring the good to others by renting, trading, swapping, etc., generally 

intermediated by second-hand shops, online platforms, flea markets and charities. Such 

activities are strongly related to the idea of collaborative consumption and sharing economy. 

As per the recycling of textiles, some researches refer to it as the reprocessing of pre or post-

consumer textile waste, to create new textiles or other non-textile products (SANDIN and 

PETERS, 2018). 

 

The third ambition would be to radically improve recycling by transforming clothing design, 

allowing the conversion of the materials that can no longer be used, transforming them into 

input to new products. To allow for such a shift in design to happen, the following actions 

are suggested: 

 

1) Creating a design that enables the clothes to be recycled in scale, developing new 

materials that are functional, as well as better aligning the tracking and tracing 

technologies to enable the identification of materials during the recycling process. 

  

2) Acquiring technological innovation to improve the economics and quality of 

recycling to capture the full value of the materials that are recovered.  

 

3) Stimulating the demand for recycled materials through clear commitments to using 

more recycled materials.  
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4) Implementing the collection of clothing at scale by creating guidelines on comprehensive 

collection of garments, creating value for the collectors. 

 

Nevertheless, the interest in waste textile recycling is still limited because of the lack of 

techniques and technology that are cost-effective and can be scaled, especially because of 

the difficulty in sorting the variety of fibers and colors and the option of purchasing cheap 

fabrics on the market (ZAMANI et al, 2014). 

The fourth ambition encompasses the effectiveness of resources usage and the shift to 

renewable inputs. With a higher utilization of clothing and better recycling processes, the 

demand for virgin materials will decrease and give the environment more time to recover. 

 

Although the circular economy has very ambitious goals in shaping the future of how 

business, government and society deal with the environment, and although the corporate 

world is on the driver’s sit of this transition, it does not seem to be adjusting fast enough. 

Innovation alone will not do the job, but systematic, transformative and effective innovation 

is the key to making a significant change (JESUS and MENDONÇA, 2018; EMF, 2017) 

 

2.6 Summary of Literature Review 

Summarizing this section, the current study aims to show that, apart from the many critics, 

challenges and uncertainties regarding the CE, this new paradigm can bring opportunities to 

businesses that opt to adopt circularity and can be the savior of industries that rely heavily 

on natural resources to survive. For the textile industry, this shift is no longer a choice but a 

necessity, as the core of the business as it is today – the use of finite resources to create 

products – is not sustainable in the long term, and it is becoming a pressing matter the 

adaptation to cleaner ways of production.  

 

Table 4 synthetizes the theoretical approach for the circular economy and Table 5 

summarized the theory used on the other topics of this study.  
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Table 4: Summary of the Literature Review – Circular Economy 

 

 

Source: Elaborated by the author. 

 

 

 

 

Concept Authors Main Topics Contribution to this research

O
r
ig

in
 o

f 
th

e
 C

E

Winans et al. (2017)

Stahel (2016)

Murray et al. (2017)

Sehnem and Pereira (2019)

Reike et al. (2018)

Esposito et al. (2018)

Bocken et al. (2017)

Miller et al. (2019)

-First concepts introduced in 1848 with Royal 

Society of Chemistry: no waste in factories, 

only products; 

- A response to economic growth and limitation 

of natural resources;

-A solution to replace production with 

efficiency;

- Originated from other sustainability key-

concepts

Understand the foundations 

of the circular economy, the 

motivations that resulted in 

this new economic model and 

the first concepts of 

sustainable development that 

resulted in the framework that 

is in place today

D
e
fi

n
it

io
n

 o
f 

C
E

Tyler and Hall (2018)

Esposito et al. (2018)

Bocken et al., (2017)

Ellen MacArthur Foundation (2012)

Kirchherr et al. (2017)

Korhonen et al. (2018)

-New industry model of zero-waste approach

- Aims to enhance and optimize resources to 

keep them circulating and to preserve finite 

resources; doing more with less and keeping 

materials on the production flow, by reusing, 

repurposing, recycling and recovering.

Understand the definitions 

and principals of the circular 

economy to provide a 

theoretical foundation to this 

study.  

T
a

r
g

e
ts

 o
f 

C
E

Ellen MacArthur Foundation (2012)

Morseletto (2020)

Potting et al. (2017)

Kirchherr et al. (2017)

Korhonen et al. (2018)

Fortuna and Siyamandoglu (2017)

- Smarter product use and manufacture

- Extend life  spam of products and its parts

- Useful application of materials

- Eliminate the concept of waste

- Allow for recovery of the environment

- Reduce environmental impact of production

Investigate the objectives of 

the circular economy and how 

it can be implemented

C
h

a
ll

e
n

g
e
s 

a
n

d
 B

a
r
r
ie

r
s 

o
f 

C
E Korhonen et al. (2018)

Geissdoerfer et al. (2017)

Berardi and Dias (2018)

Kirchherr et al. (2018)

Agyemang et al. (2019)

Sandvik and Stubbs (2019)

Bressanelli et al. (2019)

Jesus and Mendonça (2018)

Zamani et al. (2014)

Hopkinson et al. (2018)

-Ambiguity of definitions for the CE approach

- Change consumer behavior

- Cultural barriers inside the company

- Market barriers / interaction with suppliers

- Regulations are not congruent in all countries

- Technology to scale the recycling of materials

- Lack of success cases in long term

- With efficient production, cost of products 

may be reduced, increasing consumption.

- Economic viability is still uncertain

Correlate challenges and 

barriers conceptualized in the 

theoretical review with the 

experiences of the companies 

that were the objective of the 

current study.

C
r
it

ic
s 

o
f 

C
E

Millar et al. (2019)

De Man and Friege (2016)

Schröder et al. (2019)

Kirchherr et al. (2018)

Suárez-Eiroa et al. (2019)

- The idea of CE offering sustainable solutions 

is wrong: large amount of energy is needed to 

process waste into new materials;

- Difficulty to implement CE: lenghty and costly 

process that involves not only the companies, 

but its stakeholders and consumers.

Awareness about the lack of 

success cases in the long term 

and the question of whether 

CE is a sustainable option or 

only offer a more 

environmental friendly 

alternative
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Table 5: Summary of the Literature Review – Other concepts of this study 

 

 
 
Source: Elaborated by the author. 
 

 

Table 6 was elaborated by the author using the information gathered in the literature review 

to illustrate the main existing targets of the circular economy by areas of application, used as 

a guide to analyze the strategies and actions of the companies aligned with the CE. 

Concept Authors / Research Group Main Topics Contribution to this research

F
a

sh
io

n
 I

n
d

u
st

r
y

 

E
n

v
ir

o
n

m
e
n

ta
l 

im
p

a
c
t United Nations (2015)

Ellen MacArthur Foundation (2012; 

2017)

Bianchi and Birtwistle (2010)

World Bank (2017; 2019)

GFA and BCG (2017)

Gwozdz et al. (2017)

Gam et al. (2010)

-Fashion industry has a linear production 

approach

- Fashion industry uses a large amount of 

water, energy, chemicals and land.

- Consumption is expected to grow and 

therefore the need for more raw materials to 

create new garments.

- Consumers cause negative impact during 

the usage and discard phase

Understand the impact of the 

fashion industry on the 

environment to justify the 

importance of more 

sustainable means of 

production

F
a

st
 F

a
sh

io
n

 v
s 

S
lo

w
 

F
a

sh
io

n

Zamani et al (2017)

Cobbing and Vicaire (2017)

Drew and Yehounme (2017)

McKinsey & Company (2016)

Jung and Jin (2014)

Thapa (2017)

Pookulagara and Shephard (2013)

- Fast Fashion is a supply chain model that 

responds quickly to consumer demand

- Fast Fashion relies on the overconsumption

- Fast Fashion contributes negatively to 

environmental impact

- Slow Fashion emerged to counterbalance 

the impact of Fashion, offering more 

sustainable alternatives.

Collect information about the 

these movements and how 

they affect positively and 

negatively the environment, to 

connect this data with the 

strategies and actions taken 

by the companies who were 

studied in this research

G

P
e
r
sp

e
c
ti

v
e
s 

o
f 

C
S

R

Kotler and Lee (2005)

Lenne and Vandenbosch (2017)

Feng at al. (2020)

Yuan et al (2020)

Cazeri et al. (2018)

Bian et al (2020)

EMF (2015)

Pedersen and Gwozdz (2014)

Greenpeace (2014)

-CSR is a commitment made by companies to 

improve the well-being of the community by 

using corporate resources to undertake 

voluntary practices

- CSR and sustainability walk hand in hand

- CSR responds to the expectations of 

stakeholders and consumers

- Many fashion retailers started incorporating 

CSR practices to reduce the negative impact 

of the business in the environment and in the 

community

Understand why textile retail 

companies choose to adopt 

practices of CSR and how 

such practices contribute to 

the image of the company

C
o

n
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 B

e
h

a
v

io
r
 a

n
d

 C
o

n
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io
u

s 

C
o

n
su

m
p
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o

n

Takamitsu and Gobbo Junior (2018)

Wahnbaeck and Roloff (2017)

Iran and Schrader (2017)

Skawinska and Zalewaki (2018)

Mattheuws and Rothenberg (2017)

Magnuson et al. (2017)

Mcneill et al. (2020)

Gupta et al. (2019)

Choi et al. (2015)

Curtis and Mont (2020)

Laukkanen and Tura (2020)

Lawson et al. (2016)

- Digital transformation enabled phenomenon 

of "see now, buy now"

- Clothing consumption has a negative 

impact on environment during usage and 

discharge phases.

- Conscious behavior not always result in 

customers making sustainable purchases.

- Need to change consumer's idea from 

buying fashion to buying styles

- Sharing economy and collaboration 

consumption are alternatives to the 

overconsumption

Correlate consumer behavior 

with conscious consumption 

and understand their 

motivations to purchase 

products with sustainable 

attributes
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Table 6: Areas of application for circular economy 

 

Area of Application Main Targets 

Efficiency Better use of water and energy, independence from raw materials 

Reduction  Reduce emissions, waste and use of damaging substances 

Design Make eco-products with durability and that enable recycling 

Consumption Costumer consumption consciousness: use, reuse and repair 

Reverse Logistic Collection of discarded products 

Recovery Restore the environment, recover water, energy and waste 

Recycle Transform waste in input for new products 

 

Source: Elaborated by the author using Circular Economy System Diagram (ELLEN MACARTHUR 

FOUNDATION, 2012) and CE Strategies (POTTING et al, 2017) 
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3. METHODOLOGY 

This section aims is to introduce how the present study was conducted from the point of 

view of a qualitative research, in order to answer the research question proposed in the 

introduction section. 

 

3.1 Choice of Qualitative Research 

The chosen method of investigation was an exploratory qualitative research with the analysis 

of texts, documentation publicly available and companies’ official webpages. A strong 

discussion in a qualitative research delineates the theoretical and practical implications of a 

theme, with the integration of theory and data, connecting them with a thorough analysis to 

result in a dynamic debate (AMJ, 2012). The qualitative research is fundamentally 

interpretative and uses different methods that are humanistic; it aims to provide a more 

precise understanding of existing data (Creswell, 2014). For the present study, a qualitative 

research was chosen due to the newness of the topic. Circular economy is still a new concept 

and requires and exploratory and open approach. 

 

When primary data is used to tackle a specific problem, secondary data can be more general 

and are easier to acquire (Malhotra, 2010). As the present study aims to collect official 

information regarding sustainable actions, the data was collected from the companies’ most 

recent annual sustainability reports, when they are available, or the general annual reports, 

and in some cases, using both reports when they are available. For the companies that do not 

publish yearly reports, a research was conducted in their official webpages. The original 

objective of this study was to analyze primary data from the companies, with the conduction 

of in-depth semi-structured interviews, however, with the COVID-19 pandemic; companies 

did not accept the invitation for the interviews. 

 

3.2 Sample Selection 

This qualitative research focused mainly in textile companies on the fashion industry that 

have started or advanced in sustainable strategies, actions and plans aligned with the 

principles of the circular economy. The companies participating in this research were 

selected from a small sample of retailers, by convenience. An initial research was conducted 

to identify large textile retail companies, both in Brazil and abroad, that have integrated 
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sustainable practices in their business and that are somehow adapting their strategies to 

move towards a circular economy in the fashion industry. Twelve companies were selected 

to be a part of this study, with six companies being founded in Brazil and six companies of 

foreign origin. Table 7 enlists the retailers taking part in this research with their respective 

data. 

 

Table 7: Retailers taking part in the present study 

Retailer Founded Company Type Country of Origin Presence # of Employees 

C&A 1841 Public The Netherlands Worldwide +51.000 

GAP 1969 Public USA Worldwide +135.000 

H&M 1947 Public Sweden Worldwide +126.000 

Hering 1880 Private Brazil Latin America +5.000 

Inditex (Zara) 1963 Private Spain Worldwide +174.000 

Levi Strauss 1853 Public USA Worldwide +15.000 

Malwee 1968 Private Brazil Brazil +5.500 

Osklen (Alpagartas) 1989 Private Brazil Worldwide 1000-5000 

Pernambucanas 1908 Private Brazil Brazil +12.000 

Primark 1969 Private UK Europe and USA +10.000 

Renner 1965 Public Brazil Brazil and Uruguay +24.000 

Riachuelo 1947 Private Brazil Brazil +10.000 

 

Source: Elaborated by the author, data collected from the companies’ official website and LinkedIn page. 

 

Table 8 summarizes the source of data collected for this study. 

Table 8: Source of data collected  

 

 

Reach* Year Reach* Year

C&A ↑ Global 2018 ↑ Global 2018 Non-GRI ↑ ↑

GAP ↓ ↑ Global 2018 GRI-Standards ↑ ↑

H&M ↓ ↑ Global 2019 GRI-Standards ↑ ↑

Hering ↓ ↑ Local 2019 GRI-Standards ↑ ↑

Inditex (Zara) ↑ Global 2018 ↑ Global 1-2019** GRI-Standards ↑ ↑

Levi Strauss ↑ Global 2018 ↓ Global 2018 Not Available ↑ ↑ ↑ Available

Malwee ↓ ↑ Local 2018 GRI-Standards ↑ ↑ ↓ Not-available

Osklen (Alpagartas) ↓ ↑ Local 2018 Not Available ↑ ↑ * Report contains local or global data

Pernambucanas ↓ ↓ Not Available ↑ ↑ **1st semester of 2019

Primark ↓ ↑ Global 2019 Not Available ↑ ↑

Renner ↑ Global 2019 ↑ Global 2018 Not Available ↑ ↑

Riachuelo ↓ ↓ Not Available ↑ ↑

*** GRI: Independent international 

organization on sustainability reporting.

Source of Data Collected

General Annual 

Report
Sustainability Report

Retailer
Official 

Webpage

Official 

LinkedIn 

Page

***GRI Type 

of Report (if)
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Source: Elaborated by the author 

This study was not limited to companies that officially moved towards the circular economy, 

but also included companies in the field that have made efforts, actions and adaptations to 

change the current linear production model to a more sustainable one. Hence, not all 

companies analyzed in this research have formally adopted the circular economy. 

 

A thorough analysis of secondary data was conducted to identify how the retailers that are 

objects of this study aligned their businesses with the concepts of the circular economy. The 

data analyzed is primarily composed of the most recent annual report on sustainability, 

published by each retailer and publicly available on their official webpages. When official 

reports were not available, which is the case of two Brazilian retailers – Pernambucanas and 

Riachuelo – information aligned with the concepts of the circular economy was collected in 

these company’s official webpage.  
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4. ANALYSIS AND RESULTS 

In this session, a summary of the strategies, actions and plans aligned with the concepts of 

the circular economy is available, with the full descriptive analysis of each company is 

available on the appendixes of this study. A thorough analysis of each company was 

conducted and is available on Appendix A through L of this study, and in the following 

pages, a summary with the main information collected with a critical analysis of each 

company. 

 

In accordance with the literature review, data was separated into the seven areas of 

application of the circular economy and organized in tables to facilitate the analysis. The 

seven areas of application are: 

 

• Efficiency 

• Reduction 

• Design 

• Consumption 

• Reverse Logistic 

• Recovery 

• Recycle 
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4.1 Company 1 – C&A 

C&A is very active in strategies and actions aligned with the principles of the circular 

economy and demonstrates it clearly in its communication. The terms circular economy, 

circularity and climate change are often mentioned in the company’s official reports and on 

its webpage. 

 

C&A is the oldest company studied in this research and has taken an active role within the 

industry in leading initiatives related to sustainable fashion. The company partners with 

several organizations and is seen as an example amongst fashion retailers. The present 

research found a strong alignment of C&A and the concepts of the circular economy, with 

the improvements in all areas of application. C&A achieved goals in each of the seven areas 

of application of the circular economy and has strategies and targets in plan for the 

upcoming years, manifesting its commitment with sustainable development and the survival 

of the fashion retail industry. However, when it comes to the area of recovery, the company 

is not very clear on how it intends to help restore the environment, apart from taking part in 

the CanopyStyle initiative. 

 

C&A is one of the few companies studied in this research with an active and strong 

communication strategy with its customers regarding sustainable fashion, being vocal on 

subjects of consumer conscious choices and how consumers can help reduce the 

environmental and social impact of the fashion industry, to create a better world for the 

current and future generations. C&A also works very closely with stakeholders to move the 

fashion industry towards a more sustainable future, and C&A’s sustainable strategies are 

aligned with the objectives of the Paris Agreement and with the 17 Developing Sustainable 

Goals set by the UN to fight climate change. A positive point for C&A is that the company 

has set very specific goals to achieve and is working towards these goals in a very active 

manner, many times leading the market in innovations and initiatives. 

 

Although C&A shows commitment to offering sustainable fashion, he retailer’s business 

mode is still fast fashion oriented, which means that although they have several actions 

towards circularity, the core product of fast fashion does not pursue quality and durability, 

which contradicts one of the principles of the circular economy. 
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Table 9: Summary of goals achieved, strategies and targets, C&A 

      

CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 

E
ff

ic
ie

n
c
y

 

Water: C&A is one of the few fashion retailers to 

fully disclosure water footprint of its own operations, 

and aims to extend that transparency to all its 

suppliers;  

Energy: 31% of energy came from renewable sources 

in 2019; Increased energy efficiency in 20% in 2018 

(compared to 2012); 

Raw materials: boosted the use of organic cotton, 

currently sourcing 71% from sustainable sources; 

created CottonUp guide for supplier;  

Water: Committed to reduce water 

consumption related to raw materials in 30% 

until 2025 and water in stores, DC and offices 

in 10% until 2025 (2015 as baseline) 

Energy: no information available 

Raw materials: eliminate use of cellulose-

based fibers; Have 100% of cotton from 

sustainable sources and 67% of raw materials 

coming from more sustainable sources 

R
e
d

u
c
ti

o
n

 

Emissions: reduced carbon intensity in 16% in 2018; 

Reduced emission of CO2 by 62,054 metric tons with 

use of sustainable viscose; GHG emission on 

consumer phase decreased 14% (compared to 2016); 

reduced emission of GHG by 54,600 metric tons with 

use of sustainable viscose 

Waste: By creating innovative products designed 

according to the CE, waste becomes input for new 

products. 

Chemicals: Has a Sustainable Chemicals 

Management program Held first stakeholder dialogue 

on chemical management in 2018,  

Emissions: reduce in 20% GHG emission 

intensity of its operations by 2020 (2012 as 

baseline);  

Waste: Aims to have zero waste ending up in 

landfills;  

Chemicals: Aims to reach 100% of operation 

and suppliers with ZDHC; 

D
e
si

g
n

 

Launched first t-shirt cradle-to-cradle certified; 

developed garment with materials that will improve 

recyclability 

As a goal for 2020, C&A plans to pioneer 

fashion solutions to incorporate circular design 

principles in its design and production. 

C
o
n

su
m

p
ti

o
n

 Conducted a survey and learned that many customers 

have sustainable habits with clothes (between 60-85% 

line dry their clothes; created in 2018 global platform 

#WearTheChange to bring awareness to consumers;   

In 2019, the company aims to finalize its 

science-based targets and focus on reducing the 

impact where it is most needed, with 

consumption being one of the key phases. 

R
e
v
e
r
se

 

L
o
g
is

ti
c
 

Created in 2017 program to collect garments in stores 

of eight countries, receiving 650 metric tons of clothes 

in Europe, 17,000 parcels via mail, and in Brazil, 

stores collected 2,600 kilos, with 73% in good 

condition donated to institutions and 27% recycled. 

Extend the garment collection program to more 

stores. 

R
e
c
o
v
e
r
y
 Joined the CanopyStyle organization to protect 

ancient trees and endangered forests 

Eliminate cellulose-based fibers from its 

production. 

R
e
c
y
c
le

 Sold in 2018 more than 300,00 pieces of clothing 

made from recycled materials; explored recycling 

opportunities in Brazil for polyester and cotton. 

Plans to increase the use of certified recycled 

sources; Investigate the potential of recycled 

opportunities explored in 2018 in Brazil. 

Source: Elaborated by the author. 
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4.2 Company 2 – GAP 

GAP is the second largest textile retailer in this study, comparing the number of employees. 

However, the company does not communicate many sustainable actions in the seven areas of 

application of the circular economy. 

 

The areas of efficiency and reduction are well detailed and exact numbers are available in 

the documentation analyzed, however, in the areas of Consumption and Recovery; no 

actions were mentioned, neither the company informed if any goals on these areas were 

achieved or if there are any plans or strategies to tackle these areas in the future. 

Consumption has an intense environmental impact with the washing and drying of clothes, 

however, it was not clear if the company has attempted to communicate with its customers 

to bring them awareness on the importance of taking good care of their garments to make 

them last longer, nor the company has informed any action to give them tips on how to 

better wash and dry their clothes to save water and energy. 

 

When it comes to reduction of emissions and waste, no information was available regarding 

achievements, but GAP has set goals to be met in the short time, and is closely monitoring 

the development of these actions, applying corrective measures along the way to fulfill the 

objectives. 

 

No information was available on how the company has developed their collections design to 

enable the clothes to be recycled at the end of their life, but GAP aims to give training on 

circular design techniques to its designers, to initiate innovation regarding product design.  

 

A positive action undertaken by GAP is the collection of old garments from customers, 

which the company plans to expand in the future. Although no information was available on 

the number of stores that offer the collection services, on average, most textile retailers 

studied in this research have just recently experimented reserve logistic for textile waste 

after the consumption phase. 

 

However, GAP is still considered a fast fashion retailer, which contradicts one of the 

principles of the circular economy, which is deliver garments with quality and durability, 

attributes that are not usually a part of this business model. 
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Table 10: Summary of goals achieved, strategies and targets, GAP 

 

CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 

E
ff

ic
ie

n
c
y

 

Water: saved 5,7 billion liters of water in 

2018 (20% water reduction in comparison 

with the year before). Created Water 

Quality Program 15 years ago to monitor 

water quality; Has collaborated with 

several local institutions to tackle water 

consumption in areas where the company 

has operations, such as China, Vietnam, 

Taiwan, Pakistan, etc. 

Energy: Developed its own Mill 

Efficiency program to assess energy and 

water savings in six mills in China. 

Raw materials: 77% of fibers coming 

from sustainable sources in 2018. More 

than 40% of cotton BCI sourced in 2018. 

Water: conserve 10 billion liters of water by 

2020 (2014 as baseline); make 75% of products 

using smart denim wash program to reduce 

water consumption. 

Energy: no information available 

Raw materials: eliminate wood-derived fibers 

from ancient and endangered trees until 2020. 

Reach 100% of fibers coming from sustainable 

sources by 2020. Plans to use 100% organic 

cotton by 2020 

R
e
d

u
c
ti

o
n

 

Emissions: no information available 

Waste: no information available 

Chemicals: GAP approaches chemical 

management in three key components: 

working with suppliers, monitoring and 

compliance, and through industry 

partnerships. 

Emissions: reduce in 50% GHG emissions in 

own facilities by 2020. 

Waste: divert more than 30 million pounds of 

waste per year from landfills in the USA, with 

the goal to reach 80% in waste diversion until 

2020 in the country. 

Chemicals: Aims to eliminate all hazardous 

chemicals within supply chain by 2020 

D
e
si

g
n

 

No information available Train cross-functional teams on circular design 

techniques by 2020 

C
o
n

su
m

p
ti

o
n

 

No information available No information available 

R
e
v
e
r
se

 

L
o
g
is

ti
c
 

Launched textile collection effort in 2019 

to encourage customers to bring unwanted 

clothes to selected stores for recycling. 

Aims to increase the collection of discarded 

clothes until 2020 

R
e
c
o
v
e
r
y
 

No information available No information available 

R
e
c
y
c
le

 

No information available Aims to identify promising recycling 

technologies for post-consumer material, and 

scale it 

 

Source: Elaborated by the author. 
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4.3 Company 3 – H&M 

H&M is one of the industry leaders when it comes to sustainable actions in fashion and 

textile. The company has a clear vision of each of the areas that affect the environment and 

has adapted its strategy to tackle all areas where improvement can be made, from raw 

materials to the recycling after the garment’s end of life. 

 

H&M is one of the main fashion retailers in the fight to transform the fashion industry, 

leading initiatives and being a model for other retailers that are moving in the direction of a 

more sustainable business. H&M is a member of several global groups that work 

collaboratively to change the status quo of fashion and textile retail. H&M shows 

transparency in their action and has communicated improvements in each of the seven areas 

of application of the circular economy, with very ambitious goals regarding improvements 

in Efficiency and the Reduction of emissions, waste and chemicals. 

 

In the area of Recovery, not many details were shared on how H&M plans to restore the 

environment, however, the company is looking more closely into that area and hopes to 

achieve good results with the collaboration of institutions specialized in environment 

recovery. Regarding Consumption, H&M has started a communication with customers to 

bring awareness on how sustainably take care of their garments, but no plans to expand this 

action was mentioned. H&M has also investment in Reverse Logistics for textile waste after 

the consumption phase, collaborating with a specialized company to collect garments in its 

stores. Again, no plans for expansion were mentioned by the company. 

 

To decide where the company will invest more in improvements, H&M has created a chart 

named “H&M Levels of Impact”, which shows the level of impact that the company has 

regarding many different areas of application of the circular economy, to then invest more 

heavily on areas where the company has a high level of impact. H&M aims to become 

climate positive until 2040, and to reach that goal, the company is prioritizing energy 

efficiency, the use of renewable energy, circularity and technological and natural carbon. 

 

A strong critic though is made towards the fast fashion business model of H&M, which does 

not reflect the principles of the circular economy. 
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Table 11: Summary of goals achieved, strategies and targets, H&M 

 
CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 

E
ff

ic
ie

n
c
y

 

Water: created water roadmap 2018-2022 with 

goals and actions for water quantity, quality and 

circularity, analyzing possible solutions for water 

recycling; Saved 32,7 billion gallons of water in 

2019 through the source of BCI cotton and 7% in 

reduction in production water usage, comparing 

with the year of 2017. 

Energy:  96% of electricity in its own operation 

from renewable sources; 671 suppliers enrolled in 

energy efficiency programs.  

Raw materials: 97% of cotton used in production 

from sustainable, organic and recycled sources in 

2019 

Water: reduce water consumption during production 

in 25% by 2022 (2017 as baseline); 100% of EFT 

achieving green grade (no chemicals in the 

discharged water); 15% of water recycled out of total 

production water consumption. 

Energy: reduce store electricity use; optimize routes 

and explore options for energy efficient vehicles; 

Aims to source 100% of energy from renewable 

electricity; Aims to enroll suppliers in energy 

efficiency program 

Raw materials: have 100% of cotton used in 

production from sustainable, organic and recycled 

sources, by 2020; Investing in innovative alternatives 

to increase recycled fibers 

R
e
d

u
c
ti

o
n

 

Emissions: reduced 87km in road transport and 

business travels (compared to previous year0 

Waste: to minimize water, company is focusing 

four key areas: operational waste, product waste, 

faulty products and overstock 

Chemicals: 93% of discharged water without 

chemicals. 

Emissions: become climate positive by 2040; 

explore options for alternative fuel and battery 

electric vehicles. 

Waste: continue to focus on the four different key 

areas to reduce waste 

Chemicals: aims for zero discharge of hazardous 

chemicals by 2020. 

D
e
si

g
n

 

Is committed to ensure quality and durability of its 

products to maximize product life. 

Joined initiative Jeans Redesign (published by 

EMF), guidelines that provide minimum 

requirements for durability, material health and 

traceability in the production of jeans. 

Creation of custom-made jeans on demand 

regarding size and fit 

Rethink how products are made, used and reused. 

Develop design standards that follow the principles 

of CE, using artificial intelligence, data analysis 

programs and 3D visualization. 

C
o
n

su
m

p
ti

o
n

 Clevercare labels in garments to help customers 

take better care of their clothes and extend product 

life; Launched online page Take Care with tips on 

how to repair, remake and refresh clothes. In 

Sweden, collaborated with local company to 

provide sewing services. 

No information available 

R
e
v
e
r
se

 

L
o
g
is

ti
c
 

Partnered with I:CO to collect garments (I:CO sorts 

waste, and send for reusing of recycling); Collected 

26,005 tons of clothes in 2019 (increase of 40% in 

comparison with previous year). Only 3-7% of 

these clothes were encinerated. 

No information available 

R
e
c
o
v
e
r
y
 

Developed a biodiversity strategy to reduce the 

impact on ecosystems and contribute to its 

resilience and health.  

Collaborated with WWF and Business for Nature 

seeking for guidance on protection and restoration of 

ecosystems. 

R
e
c
y
c
le

 

Invested in solutions for scalable textile-to-textile 

recycling materials in its products; Run a pilot 

project in 2019, resulting in the first proof the 

concept of sustainable fiber made from recycled 

cotton textiles. 

Aims to develop new ways to recycle garments. 

Plans to scale the use of sustainable fibers made from 

recycled cotton textiles. 

Source: Elaborated by the author 
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4.4 Company 4 – Hering 

From all six Brazilian textile retailers, Hering is the oldest (being the third oldest when 

comparing with all 12 companies studied in this research). Apart from being the oldest, 

Hering is one of the smallest companies in size, considering the number of employees. 

 

Hering published several achieved goals in the areas of Efficiency and Reduction, although 

the company did not mention how it handles raw materials. The company has strong actions 

on water efficiency and on the reduction of waste, investing heavily on technology to follow 

the concepts of Industry 4.0. 

 

However efficient in water stewardship and in reducing waste and the use of chemicals, 

Hering does not inform any plans for improving these areas in the near future. 

 

Hering also lacks any involvement with customers, to bring them awareness regarding 

Consumption, which is one of the product phases that has a very negative impact on the 

environment. 

 

No information was available on how Hering communicates with customers about 

sustainable actions that they can take to prolong the life of their garments, or on what to do 

with the clothes once they reach their end of life. Neither were defined strategies to approach 

consumers in the future. 

 

Regarding the environment, Hering does not communicate any achievement or plans to help 

restore and recover natural resources. 

 

On a positive note, Hering is very active in recycling, collaborating with other retailers to 

give a more sustainable destination to textile waste. The company shared no plans for future 

improvement on recycling. 

 

Hering is also a part of the fast fashion team of retailers and thus offers products with lower 

durability, which contradicts the principle of the circular economy to create durable products 

to last longer. 
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Table 12: Summary of goals achieved, strategies and targets, Hering 

 

CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 

E
ff

ic
ie

n
c
y

 

Water: automated the Effluent Treatment Station (EFT) in the main 

plant in 2018, now in line with the concepts of Industry 4.0 (using 

technology, IoT, etc.); in Itororó plant, reduced  56% in water usage 

with the reduction of soaping time from 21%; purchased 5 new 

machines that allowed for 40% reduction in water usage during 

dyeing processes; new color Cor NKU (available in one of Hering 

brands) reduces water consumption in 40% 

Energy: 89% of energy used coming from renewable sources; 

reduced energy consumption in Itororó plant with the decrease of 

37% in water temperature; 

Raw materials:  no information available 

Water: plans to extend 

concepts of the Industry 4.0 into 

other plants for water treatment. 

Energy: plans to extend 

concepts of the Industry 4.0 into 

its operations. 

Raw materials: no information 

available 

R
e
d

u
c
ti

o
n

 

Emissions: no information available 

Waste: innovated dye usage and was able to reduce waste; Reduced 

plastic and cardboard waste with suppliers and in its DCs, removing 

cardboard reinforcement and saving 400 tons of cardboard residue 

per year; for three decades; Offers a t-shirt line named Body Size 

with the fabric cut exactly the size a t-shirt must be, avoiding the 

lateral seam that connects front and back, reducing textile waste in 

33%. 

Chemicals: developed the color Cor NKU that does not require any 

dying and reduced the water usage in its production; purchase of 5 

new machines in the dying processes reduced chemicals usage in 

50%; 

Emissions:  no information 

available 

Waste: no information 

available 

Chemicals: no information 

available 

D
e
si

g
n

 Designers create new products from scraps of garments from past 

seasons, with these products being sold in outlet stores; other inputs 

(organic mesh, recycled mesh and polyester made out of plastic 

bottles are also used in the collections);  

No information available 

C
o

n
su

m
p

ti
o

n
 

No information available No information available 

R
ev

er
se

 

L
o
g
is

ti
c Collaborated with EuReciclo, institution that certificates reverse 

logistics of packaging and post-consumption via environmental 

compensation. 

No information available 

R
ec

o
v

er
y

 

No information available No information available 

R
e
c
y
c
le

 

Strengthened recycling practices by reintegrating scraps and fabric 

to create new products, selling these as input to local partners; 

Adjusted the destination of garments waste, prolong their lifecycle 

and guarantee their circularity; Partnered with another retailer to 

send garments with defect for repairing, to be sold in the partner's 

stores; 38,9 tons of fabric were converted into new products with 

these actions, as well as the donation of 28,5 thousand pieces to 

NGOs working for inclusion of disabled people. 

No information available 

Source: Elaborated by the author. 
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4.5 Company 5 – Inditex 

Inditex is the largest of all companies researched in this study, considering the number of 

employees worldwide. 

 

Inditex is one of the few companies that officially integrated each of the 17 Sustainable 

Development Goals within its strategy, even creating a SDG map to illustrate the company’s 

actions in each of the goals defined by the United Nations for Climate Change, to be reached 

until 2030. 

 

Inditex communicated achievements in six of the seven areas of application defined in this 

study, with a very detailed report in each of them. In Efficiency, the company informed 

improvement in water, energy and raw materials, and has reduced emissions of CO2 and the 

use of chemicals. However, the company experienced a waste increase from 2017 to 2018 

and informs that such increase is a result of business and logistic expansion. Even though 

Inditex is very active in improving efficiency on its operations, more needs to be done to 

guarantee business growth but decrease the impact it has on the environment. More 

investments are needed in technology to recycle such waste and keep it on the loop as input 

for new products. 

 

In the areas of Design, Reverse Logistic, Recovery and Recycle, Inditex had important 

achievements, developing several strategies for each of these areas, with one of the most 

active collection systems within the companies studied in this research. 

 

Inditex, however, communicated no actions towards Consumption. No achievements were 

mentioned in the communication with customers to help them make more conscious choices 

or help them take better care of their garments to make them last longer, or on how to make 

more sustainable choices while caring for their clothes. No plans to start any type of 

connection with customers were informed by Inditex. This distance between one of the 

largest fashion retail companies in the world and its customers are worrisome, as most of the 

environmental impact of clothing is carried out during the consumption phase. 
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On a negative note, Inditex is one of the main fast fashion retailers and offers several 

collections throughout the year, inducing consumers to buy more often and at a lower price, 

which results in garments being replaced shortly after the purchase. 

Table 13: Summary of goals achieved, strategies and targets, Inditex 

CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 

E
ff

ic
ie

n
c
y

 

Water: increased in almost 300% garments produced from 

recycled materials and increased in 75% garments made 

from organic cotton. 

Energy: 44,1% of global energy consumption came from 

renewable sources (increased the size of facilities, but was 

still able to reduce energy consumption in 2,55% in 2018 

(2017 baseline); Energy was saved with the replacement of 

air conditioning equipment and the use of eco-efficient 

measures implemented in stores. 

Raw materials: Join Life label was created to products 

made with the most sustainable raw materials; In 2018, 

there was an increase of 85% in clothes sold with the label 

(2017 baseline); Invested more than 96 million euros in 

R&D to create garments using more sustainable fibers;  

Water: no information available 

Energy: no information available 

Raw materials: no information available 

R
e
d

u
c
ti

o
n

 

Emissions: with the optimization of packaging, company 

was able to reduce emissions associated with transport, as 

well as with the improvement of density in its shipments, 

saving costs associated with CO2 transport and reducing 

emissions; 

Waste: waste increased in 2018 due to the business 

expansion and increase in logistic capacity, however, waste 

in textiles decreased between 2015 and 2018. 

Chemicals: created the code "Green to Wear 2.0" to its 

direct and indirect suppliers to follow; "The List by Inditex" 

was created, with analysis and classification of more than 

27 thousand chemicals. 

Emissions: no information available 

Waste: committed to zero waste sent to 

landfills by 2025; Aims to improve the 

quality of cardboard boxes to assure 

traceability and increase reuse before 

recycling. 

Chemicals: Achieve zero discharge of 

hazardous chemicals (ZDHC) by 2020; 

Aims to comply with ZDHC vision for 

Clean Factory 

D
e
si

g
n

 

To improve color fastness, invested in alternative 

technologies to create garments of higher quality and more 

durable; in 2018 the brand Zara launched a campaign called 

"Garments with a Past", a collection based on the principles 

of the CE made out of recycled cotton and polyester 

obtained from the company own waste during the cutting 

process. 

Achieve product circularity by creating eco-

design techniques to extend product life and 

materials to maximize recyclability; 

Partnered with university in Catalunya to 

carry tackle micro-plastic coming from 

clothes washing waste that end up in the 

oceans. 

C
o
n

su
m

p
ti

o
n

 

No information available No information available 

R
e
v
e
r
se

 

L
o
g
is

ti
c
 

Materials generated in logistic centers and factories are 

sorted, collected and treated by legally authorized 

operations to be recycled; Implemented "Closing the Loop" 

program to collect, reuse and recycle, with containers in 

1,382 stores (collected 684 tons of items from 2015 to 

2018, that were donated or recycled. 

Plans to extend the "Closing the Loop" 

program with containers to other Inditex 

stores in different markets 

R
e
c
o
v
e
r
y
 Works with institutions in Spain to improve species in 

Galicia forests by genetic alterations; In 2018, in 

collaboration with Galicia Forestry Association created a 

hill called Pico Sacro, that will be used as carbon sink and 

forestry lab to create knowledge about CO2 absorption 

Plantation in Pico Sacro is expected to 

absorb 639,5 tons of CO2 in thirty years. 
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R
e
c
y
c
le

 Reused and recycled 88% of  waste in 2018; 120 million 

hangers were reused and 1,201 million alarms were 

recirculated; Cardboard boxes at brand Zara Online are 

100% recycled; Collaborates with Austrian company 

Lenzing to convert textile into a new materials 

Will reach investments of 3,5 million 

dollars in technology for textile recycling 

until 2020; 

Source: Elaborated by the author 

4.6 Company 6 – Levi Strauss  

Levi Strauss is one of the oldest companies studied in this research, and the pioneer in the 

production of jeans. Jeans were already made to last, but Levi Strauss wanted to make it 

more sustainable, especially considering that to produce jeans, vast amounts of water are 

used, so the company invested heavily in ways to reduce the environmental impact of the 

jeans production. 

 

Levi Strauss had a breakthrough in 2018 with the launch of the Future Lead Execution 

(F.L.X.), a new way of making jeans that reduces considerably water and energy 

consumption, as it designs the pieces digitally without the need for real samples, making it a 

more agile process and more assertive in the creation of new collections. This achievement 

is a milestone for all retailers that produce jeans, especially if this technology can be 

transferred to other types of fabrics, to transform the process of production and make it more 

efficient. Levi Strauss has achievements in all seven areas of application of the circular 

economy and clearly mentions actions toward climate change, however little is said about 

circularity, even though the company actions and plans are aligned with the principles of the 

circular economy. 

 

The information regarding Efficiency, Reduction, Consumption and Recovery are very 

detailed, with many different initiatives in each of these areas. In Consumption, it is clear 

that the company has a close relationship with customers, offering tips on how to better take 

care of their garments and even how to upcycle jeans before getting rid of them (to correct 

destinations). On Recovery, Levi Strauss offers a global support to projects that aims to find 

local solutions for the environment and society. 

 

On Recycling, Levi Strauss is working in collaboration with a technology company to create 

the first pair of jeans made from old t-shirts, with plans to improve this process so the final 

product still follows the quality standards of the company. Apart from plans for more 

efficiency in water consumption, emissions reduction and recycling improvements, Levi 
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Strauss does not communicate goals and strategies for future actions related to many of the 

areas of application presented in this research. 

 

A positive feature of Levis Strauss is the durability of its garments. Since the first pair of 

jeans, they were made to last. 

Table 14: Summary of goals achieved, strategies and targets, Levi Strauss 

 

CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 

E
ff

ic
ie

n
c
y

 

Water: project Future Lead Execution (F.L.X.) launched 

in 2018 changed the way jeans are designed, made and 

sold, using technology to create new items without the 

need to create samples, saving water, energy and raw 

material, reducing the time between design and delivery 

Energy: project F.L.X. helped reduce the energy 

consumption  

Raw materials: joined BCI initiative in 2010 and almost 

doubled the use of organic cotton through BCI in 2018, 

sourcing 67% of BCI cotton, in comparison with 34% in 

2017.  

Water: launched the "Water Action Strategy" 

in 2019, committing to reduce water 

consumption in manufacturing in highly 

stressed water regions in 50% by 2025 (2018 

baseline); Revisited its "Water<Less" approach 

(program to help suppliers manage water 

consumption) to enable suppliers to become 

Water<Less facilities until 2025. 

Energy: no information available 

Raw materials: goal to use 75% of BCI cotton 

by 2019 and reach 100% by 2020. 

R
e
d

u
c
ti

o
n

 

Emissions: joined the initiative "We are Still In" (USA 

businesses commit to continue to contribute with the Paris 

Agreement, even after the country's withdrawal from the 

agreement. 

Waste: no information available 

Chemicals: joined ZDHC program in 2012 and is 

working alongside other brands to adopt a single standard 

for chemical management; Project F.L.X. (2018) helped 

reduce chemical use; Created the program "Screened 

Chemistry" (2013) to keep hazardous chemicals from its 

supply chain. 

Emissions:  Launched a science-based Climate 

Action Strategy, committing to reducing the 

company's carbon footprint in its own facilities 

by 90% and across its supply chain in 40% by 

2025. 

Waste: no information available 

Chemicals: no information available 

D
e
si

g
n

 Levi's jeans are made to last, made with the Slow Fashion 

approach and even promoting ways to extend even more 

the lifecycle of garments that are already durable.  

Investing in R&D of new technologies to create 

more sustainable garments. 

C
o
n

su
m

p
ti

o
n

 

Launched a "Care Tag for the Planet" that carries a 

message to consumer: wash less, wash cold, line dry, 

donate and recycle; Offers two brands that offer quality 

craftsmanship and great fit, durable but at affordable 

prices; Posted an article on its webpage to help customers 

reuse and repurpose their jeans, with easy "do it yourself" 

ideas to extend the life of jeans; Offers tailor services in 

selected stores to offer customers services of repair and 

alteration to prolong the life and value of these products. 

 No information available 

R
e
v
e
r
se

 

L
o
g
is

ti
c
 

Partnered with I:CO to help reuse, recycle and donate old 

garments that are collected in stores  

No information available 
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R
e
c
o
v
e
r
y
 

Partnered with "The Pollination Project" (an international 

nonprofit organization that relies on a global network 

grantees to support social projects around the world), 

giving grants to youth-led projects that create local 

solutions to environment global issues; Joined the 

CanopyStyle organization in 2014 to protect ancient trees 

and endangered forests 

No information available 

R
e
c
y
c
le

 Collaborated with a technology textile startup to create 

the first pair of jeans made out of five old t-shirts. 

Investing in R&D to better separate denim 

made from cotton-polyester, so these fibers can 

be recycled and still meet the high-quality 

standards of the company 

Source: Elaborated by the author. 

4.7 Company 7 – Malwee 

 

Malwee is one of the smallest textile retailers studied in this research, considering the 

number of employees in the company. 

 

Malwee has strong actions on the areas of Efficiency of raw materials, Consumption, 

Recovery and Recycling. 

 

On Consumption, Malwee communicates with customers on its webpage, giving them tips 

on how to care for their clothes and how to recognize the different types of fabric, to make 

the best choice while purchasing garments. Malwee plans to develop a digital platform to 

help customers fix and customize their clothes to allow for more versatility. The company 

does not yet have a Reverse Logistic program to collect old garments but is already studying 

the launch of such program in 2020. 

 

In the area of Recovery, Malwee is the only company that owns and preserve conservation 

areas around its facilities, but no information was available regarding plans to improve 

environmental recovery beyond caring for these conservation areas. 

 

Malwee has strong actions on recycling and collaborate with different institutions to 

improve its recycling capacity, with ambitious plans to increase to 100% recyclability of 

waste generated during production, feature that is not well developed within the other 

retailers in this study. 
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Malwee understands that the fast fashion model is financially more appealing, however, the 

company is proud for being a part of the slow fashion business model, as it believes that 

clothes should be made to last. 

 

 

 

 

 

 

Table 15: Summary of goals achieved, strategies and targets, Malwee 

CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 

E
ff

ic
ie

n
c
y

 

Water: innovated in a new dyeing process that allows 

for savings of 98% of water. 

Energy: no information available 

Raw materials: has a policy of zero raw materials 

derived from animal sources, with the purchase of raw 

materials in 2018 coming 100% from vegetal or 

synthetic sources; Is pioneering and innovating with the 

use of PET fiber and special cotton with fibers taken 

apart; 

Water: plans to reduce in 40% water 

consumption per piece of garment produced 

by 2020. 

Energy: plans to reduce energy consumption 

per piece of garment produced in 15% by 

2020; 

Raw materials: plans to have 100% of its 

suppliers of raw materials audited; 70% of its 

collections to be made with raw materials or 

processes that contribute to a sustainable 

development. 

R
e
d

u
c
ti

o
n

 

Emissions: no information available 

Waste: 85% of bags are made of biodegradable plastic 

that allows for it to degrade in approx. 18 months in 

certain conditions, the other 15% of bags are made from 

certified and recycled plastic. 

Chemicals: restricted the use of 11 groups of 

substances in its processes 

Emissions: plans to reduce in 20% GHG 

emissions by 2020. 

Waste: plans to reduce in 40% solid waste 

per garment produced and do not send any 

industrial waste to landfills by 2020 

Chemicals: restrict the use of chemicals used 

in textile processes until 2020, applying 

international legislation standards to reduce 

the impact of its products 

D
e
si

g
n

 

No information available 10% of the design developed by the brand to 

have a sustainable tendency. 

C
o
n

su
m

p
ti

o
n

 

In the company webpage there are several tips for 

customers on how to take better care of their clothes, 

how to recognize the different types of fabrics and the 

pros and cons of each of them, as well as explaining the 

symbols printed in the garment tags. 

Develop a platform until 2020 for style 

guides and customization to allow for more 

product versatility, as well as tailoring and 

small repairs to extend the garment's life 

usage. 

R
e
v
e
r
se

 

L
o
g
is

ti
c
 No information available Actions regarding post-consumption are 

being studied to allow customers to return 

old garments for reuse and recycling; The 

plan for 2020 is to develop a reverse logistic 

program for all products of the brand. 
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R
e
c
o
v
e
r
y
 

Opened Malwee Park in 1978, a national reference in 

environmental preservation with 1,5 million square 

meters, native and exotic species and a fauna considered 

above average for an urban region; Maintains since 

2012 a private reserve with more than 1,3 million 

square meters with fauna and flora species that are 

extinction threatened, in 2018 the reserve was 

exclusively destined for scientific research; The 

company preserve another area of 1,4 million square 

meters which is has yet to have its ecological value 

mapped. 

 No information available 

R
e
c
y
c
le

 

In 2018 the company used 184 tons of fibers sourced 

from PET bottles blended with other fibers to make its 

collection; Promoted selective collection of waste 

during the 2018 carnival of Sao Paulo, with a container 

in the middle of Largo da Batata - the waste collected 

was sorted and sent into recycling. 

Plans to increase to 100% the recycled and 

biodegradable waste generated during 

production processes; 

Source: Elaborated by the author. 

4.8 Company 8 – Osklen 

 

The youngest and smallest company studied in this research, Osklen published one of the 

most detailed information on how the company improved its Efficiency and the Reduction 

of emissions, waste and chemicals. 

 

Being a Brazilian company, Osklen turned into the country to look for alternative ways of 

making beautiful and durable garments, but with the minimum impact on the environment 

and society possible. One of the breakthroughs of Osklen was the use of fish skin to replace 

other types of leather and the company is considered an innovation lab, conducting many 

different tests to improve raw materials efficiency. 

 

Osklen shows its commitment to reduce the waste produced in its operations, distribution 

center and offices, undertaking many small actions to divert as much as possible waste that 

can be recycled or reused.  However, no information was available regarding reverse logistic 

of any kind, and neither future actions nor strategies were informed. 

 

Osklen is very strong in Recycling and Recovery and also has a strong commitment to 

communicate with its customers, as well as with the stakeholders and other retail players, 

sharing important information on sustainable development and continuing to research better 

ways to make products. 
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The company information was mainly focused on the goals already achieved and very little 

was shared regarding plans to improve these areas of application. 

 

On a positive note, Osklen is focused on creating garments that will last a long time, and the 

company is against the concept of fast fashion, stating that it is not sustainable for the 

business and the fashion industry. 

 

 

 

 

 

Table 16: Summary of goals achieved, strategies and targets, Osklen 

CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 

E
ff

ic
ie

n
c
y

 

Water: saved 199 million liters of water in 2017 with the use of 

recycled PET and recycled cotton; Collected rain water in its 

headquarters to be treated and used to flush the toilets, which 

contributed with the reduction of 15% in water consumption in 

2018; Regarding treated water, the company reduced in 20% its 

consumption by building a well and two tanks. 

Energy: reduced electrical energy in 70% in 2018 with the use of 

recycled PET and recycled cotton; saved 1,887 KWh of energy from 

each 1,000 pairs of shoes produced; Reduced energy consumption in 

10% in 2018 (2017 baseline) by replacing electronic lamps to LED 

and implementing systems to shut down equipment not being used; 

The architecture allows for natural light and films on windows help 

with the efficiency of air conditioning. 

Raw materials: launched e-fabrics project (2007), promoting the 

use of sustainable materials in the textile industry; Started using 

sustainable raw materials back in 2001, sourcing leather from 

salmon and pirarucu skin; fibers recycled from PET bottles, organic 

cotton, organic silk and other more sustainable materials. 

Water: plans to install a 

rainwater collection system 

in the distribution center. 

Energy: no information 

available 

Raw materials: invests in 

technology and innovation 

to find new alternatives to 

raw materials that are finite 

R
e
d

u
c
ti

o
n

 

Emissions: visited regions in Brazil to evaluate the carbon footprint 

of e-fabric products, and products with a high carbon footprint had 

their production processes changed (from fuel to solar energy). 

Waste: decreased the use of disposables in headquarters; 

Implemented a selective collection of waste, with organic waste; 

Replaced all printed documents with digital files and incorporated 

printing on both sides of the sheet as the norm, which reduced the 

paper consumption in 75% from 2017 to 2018; Gift bags are made 

from sustainable materials; The company implemented actions in 

2019 to reduce the consumption of boxes, adopting smaller sizes and 

reusing boxes sent to their stores, reducing the total consumption in 

7%. 

Chemicals: the e-fabric collection is naturally dyed and do not 

pollute the environment. 

Emissions: no information 

available 

Waste: no information 

available 

Chemicals: no information 

available 
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D
e
si

g
n

 

Created patches for customization, available in three different 

models that represent social and environmental initiatives. 

No information available 

C
o

n
su

m
p

ti
o

n
 

Created in 2018 a 21 min. video to bring awareness on the 

importance of sustainable development and the responsibilities of 

fashion retailers to hold and create a better world for the current and 

future generations - the message is clear: ASAP - we need to act as 

soon as possible and as sustainable as possible. 

No information available 

R
e
v
e
r
se

 

L
o
g
is

ti
c
 

No information available No information available 

R
e
c
o
v
e
r
y
 

In 2009, Osklen and Instituto-E adopted and reforested a vegetation 

area in Rio de Janeiro, with the support of the city's City Hall, to 

help bring back the ecosystem's fauna and to restore the vegetation 

of the area. 

No information available 

R
e
c
y
c
le

 Recycled 272 thousands of PET bottles in 2017; For packaging, the 

company has a process for collection and correct destination for all 

its cardboard discarded during operations, with more than 38 tons of 

cardboard being recycled by the company in 2018 

No information available 

Source: Elaborated by the author 

4.9 Company 9 – Pernambucanas 

 

Considering the documentation analyzed, Pernambucanas is the textile retailer that is behind 

all other retailers when it comes to the implementation of more sustainable strategies. A 

reason for that may be that the company’s customer target isn’t generally interested in 

subjects related to sustainability, thus sustainability is still not a priority for the company. 

 

Pernambucanas just recently started implementing a few sustainable projects within its 

business, with more focus on the areas of Efficiency, Reduction, and Design (with two 

collections with attributes of sustainability) with very little on all other areas of application.  

 

On Reverse Logistic, the company informed that it collects old lamps and reactors to 

recycle, but it does not mention any type of program (or intension to implement one) to 

collect old garments in its stores. 

 

No information was available on how the company communicates with its customers or on 

initiatives to protect and restore the environment. Recycling is not mentioned as a 

responsibility of the company, but rather as a responsibility of each store that must divert 

waste on the correct way. 
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As Permanbucanas just recently initiated projects and programs on sustainability, the 

company has not yet published an Annual Report or a Sustainability Report. All information 

collected for this research were available in the company’s webpage and LinkedIn account. 

 

Pernambucanas’ business model is also aligned with the concepts of fast fashion, which 

means that the garments sold by the retailer may not have high quality or durability. 

 

 

 

 

 

 

 

Table 17: Summary of goals achieved, strategies and targets, Pernambucanas 

 

CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 

E
ff

ic
ie

n
c
y

 

Water:  measurement of monthly energy 

consumption to identify opportunities for water 

reduction, awareness and maintenance 

Energy: measurement of monthly energy 

consumption to identify opportunities for energy 

efficiency; Uses about 30% of energy sourced from 

the open market. 

Raw materials: no information available 

Although the company informs that has been 

measuring water and energy consumption, no 

information was given on what is done with the data 

collected and no clear goal was set to reduce the use 

of neither with more efficiency 

R
e
d

u
c
ti

o
n

 

Emissions: no information available 

Waste: created the "Environmental Program-Residue 

Management" to train and raise awareness to 

employees on good practices in waste management, 

with the program focusing in reduce, reuse and 

recycle (the program is available to all employees in 

the company's digital university) 

Chemicals: no information available 

No information available 

D
e
si

g
n

 

Offers two collections that are made more 

sustainably: sustainable jeans (as a part of the jeans 

collection) and the sustainable capsule collection, 

launched in the high summer of 2018 as a result of a 

contest named "Talentos da Moda Sustentável" where 

contestants were required to create a sustainable 

collection from fabric waste. 

No information available 

C
o
n

su
m

p
ti

o
n

 

No information available No information available 
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R
e
v
e
r
se

 

L
o
g
is

ti
c
 

All Pernambucanas stores have reverse logistics for 

lamps and reactors, which are discarded correctly. 

No information available 

R
e
c
o
v
e
r
y
 

No information available No information available 

R
e
c
y
c
le

 At some stores, a selective collection of waste is 

available, and employees are oriented to donate 

recyclables to cooperatives located in the same 

regions as the stores. 

No information available 

 

Source: Elaborated by the author. 

 

 

4.10 Company 10 – Primark 

 

Primark is known for selling products at very affordable prices, which links the company 

with the idea of low-quality product. 

 

Primark has made major improvements in the areas of Efficiency and Reduction, with 

several actions conducted with its partners. Primark does not own or operate facilities where 

its products are made, therefore the company must rely on suppliers to provide products with 

quality and, at the same time, sustainable attributes. Regarding targets for reduction of 

chemicals, Primark has goals to improve supplier’s ability to better manage chemicals in 

their operations. 

 

On the Consumption area of application, very little is shared about how the company 

communicates with its customers, only one action was mentioned – the tag of “Primark 

Cares” in items that are made more sustainably, but the Primark does not inform how 

customers get to know the significance of this tag. 

 

Primark however has improved in its strategies of Reverse Logistic, enabling collection of 

garments in a few of its stores. The company plans to extend the project with the 

collaboration of one of its distribution partners to collect, separate and donate these 

garments, or send them to recycle. 
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Regarding Recycling, although the company communicates recycling actions within its 

operations, no information is available on textile recycling, which is an important way to 

keep fabrics circulating, in alignment with the principles of the circular economy. 

 

Primark is one of the pioneers on the concept of fast fashion, thus offering clothes of lower 

quality and that are shortly discarded. 

 

 

 

 

 

Table 18: Summary of goals achieved, strategies and targets, Primark 

 

CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 

E
ff

ic
ie

n
c
y

 

Water:  developed the "Primark Sustainable Cotton Program 

(PSCP) in India (2013), and later in Pakistan (2018) and in China 

(2019), to reduce water consumption in cotton cultivation (water 

consumption was reduced in 4% in all three regions) 

Energy: created "Primark Energy Reduction Group" (2017); 

Pursued ISSO 50001 accreditation for the Energy Management 

System (2018); All LED lighting solutions were introduced, 

reducing electric consumption in about 50%. 

Raw materials: up to date, sold more than 23 million products 

made with sustainable cotton. As Primark does not own or operate 

the factories where its products are made, the company 

collaborated with suppliers by giving more than 4,500 hours in 

efficiency training, ensure compliance with environmental 

requirements. 

Water: no information available 

Energy: no information available 

Raw materials: has a long-term 

ambition to have 100% of its cotton 

sourced sustainably; 

R
e
d

u
c
ti

o
n

 

Emissions: logistic team worked to reduce GHG emissions 

associated with transportation 

Waste: 96% of operational waste (created with the company's 

own operations) was diverted from landfills in 2019, but no 

information was available on the supply chain waste; Unsold items 

in stores are donated to charity partners; Disposable coups 

eliminated from some offices. 

Chemicals: with the launch of the PSCP program in India, 

Pakistan and China, chemical fertilizer and chemical pesticide 

usage was reduced in 25% and 50%, respectively; In 2015, the 

company became a member of the ZDHC Roadmap to Zero 

program; In Primark stores and distribution center, several 

initiatives are being implemented to reduce the volume of 

chemicals used for cleaning in their own operations. 

Emissions: no information available 

Waste: no information available 

Chemicals: in order to reach zero 

discharge of hazardous chemicals, 

Primark uses its own "Restricted 

Substances List" (RSL) as well as 

the guidelines from ZDHC; To 

further improve suppliers chemical 

management, Primark partnered with 

an innovation company to provide 

tools for suppliers to gather data 

from several sources to help them 

prepare reports about the chemicals 

they are using - this platform is not 

yet available but are planned to be 
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launched in 2020. 

D
e
si

g
n

 

No information available No information available 

C
o
n

su
m

p
ti

o
n

 

Developed the label "Primark Cares" to show customers which 

products are produced with more sustainable sources, using 

organic or recycled materials. 

No information available 

R
e
v
e
r
se

 

L
o
g
is

ti
c
 Project to collect unwanted garments, shoes and accessories from 

customers was launched in one Primark store in 2019. 

Plans to expand the collection of 

products and use one of its 

distribution partners to transport it to 

recycling or donation. 

R
e
c
o
v
e
r
y
 

No information available No information available 

R
e
c
y
c
le

 

Number of materials recycled in 2017/2018: 56,358 tons of 

cardboard, 5,247 tons of plastic and 7,940 tons of product hangers. 

No information available 

Source: Elaborated by the author. 

4.11 Company 11 – Lojas Renner 

 

Committed to responsible fashion and sustainable development, Lojas Renner has its 

strategy aligned with the 17 Sustainable Development Goals of the United Nations, with 

ambitious goals to achieve until 2021. Lojas Renner implemented improvements in every 

one of the seven areas of application of the circular economy, with strong actions on 

Efficiency and Reduction. The retailer is the only company in this study to start developing a 

climate change-adaptation plan to secure the business survival in a transition to a low carbon 

economy. 

 

On Design, Lojas Renner succeeded in creating the first jean collection cradle-to-cradle and 

is advancing in the process of jeans recycling, which is a milestone since the production of 
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jeans is a process that has great impact on the environment. Another area where Lojas 

Renner is acting strongly is on Consumption, with more than 30% of its collection with the 

stamp Re Moda Sustentável, with plans to increase the offer of these more sustainable 

products to 80% by 2021. Lojas Renner is the only retailer in this research with a 

commitment to offer most if its products with a sustainable stamp, almost tripling the 

production of garments with sustainable attributes. 

 

In the area of Reverse Logistic, Lojas Renner is the only Brazilian retailer with strong 

actions on the collection of old garments from customers and even started a project to collect 

waste from its suppliers, with plans to expand this initiative further in the upcoming years. 

Lojas Renner is the only company to communicate its business as carbon free, with 100% of 

its greenhouse gas emissions compensated and is the only Brazilian retailer studied in this 

research to have expanded business into South America. 

 

Overall, Lojas Renner is closely following the steps of larger retailers in the global arena and 

is ahead of all Brazilian fashion companies on the path to make sustainable fashion possible. 

In all communications from Lojas Renner, topics such as circular economy, circularity and 

climate change are often mentioned, confirming the company’s commitment to follow the 

steps of the circular economy. 

 

Although Lojas Renner is investing in circularity and more sustainable products, the 

company is still aligned with the concepts of fast fashion, contradicting the principles of the 

CE. 

Table 19: Summary of goals achieved, strategies and targets, Lojas Renner 

CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 
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E
ff

ic
ie

n
c
y

 

Water: developed a diagnosis project (2018) to help jeans 

suppliers better manage water consumption, while 

promoting circularity; Initiated a study to evaluate the life 

cycle of jeans and measure its water footprint, energy 

consumption and CO2 emissions. 

Energy: is expanding use of energy coming from 

renewable and low impact sources (solar energy, biomass 

and small hydroelectric dams); In stores, in 2018, efficiency 

allowed for 3,5% reduction in energy costs, with 100% of 

stores equipped with LED lamps; Piloting a circular store 

with more efficient. 

Raw materials: in 2019, 30,6% of products were made 

with certified cotton; Created the project "Produção Mais 

Limpa (P+L) (2017) to help suppliers improve efficiency. 

Water: from 2020 on, all suppliers must 

report their water footprint, with bi-

annual audits conducted by Renner, with 

this new methodology; Renner will be 

able to inform customers the water 

footprint of each pair of jeans. 

Energy: increase the use of renewable or 

low impact sources of energy in 75% by 

2021. 

Raw materials: plant to have 100% of 

products made from certified cotton by 

2021. 

R
e
d

u
c
ti

o
n

 

Emissions: developed a new logistic model that enabled for 

reduction of traveling time, guaranteeing deliveries to stores 

and reducing the total delivery time; Made changes in the 

stacking to permit more products per vehicle; Started 

delivering during the night in Sao Paulo, to avoid traffic. 

Waste: focus on reducing waste with correct separation, 

handling, stocking and final destination; P+L project helped 

reduce 388 tons of textile residues in 2017 and 47 extra tons 

in 2018;  

Chemicals: adopted the Restricted Substances List from 

ZDHC, improving chemicals management in 2019 with the 

inclusion of 31 new requirements 

Emissions: set a goal to reduce in 20% 

the absolute corporative emissions until 

2021, by; Is developing a climate change-

adaptation plan with emphasis in a 

transition to a low carbon economy. 

Waste: plans to reduce in 10% waste 

through recycling. 

Chemicals: plans to audit suppliers and 

support them with choices that are more 

responsible. 

D
e
si

g
n

 

Created Re Jeans (first collection cradle to cradle), made 

from discarded fabric and threads, with its environmental 

impact reduced between 37% and 45% in comparison with 

the conventional pair of jeans; In 2019, the company 

promoted 346 hours of training on circular design and 

sustainable materials 

Advanced in its plans to create recycled 

jeans with no use of polyester, which 

allows for further recycling with more 

efficiency, adding value to the product. 

C
o
n

su
m

p
ti

o
n

 In 2019, produced 46,7 million of garments with the stamp 

"Re Moda Responsável" (given to pieces that were made 

with raw materials and processes with lower environmental 

impact), representing 31% of yearly production; Launched 

three special collections (2019) with the use of more 

sustainable attributes.  

Committed to increase to 80% of the 

garments made with the stamp "Re Moda 

Sustentável" until 2021. 

 

  

R
e
v
e
r
se

 

L
o
g
is

ti
c
 EcoEstilo is a project currently available in 94 Renner 

stores to collect unwanted items (2019); P+L project 

contributed to the development of the reserve logistic to 

collect and recycle residues from suppliers. 

Plans to expand collection plans to more 

stores. 

R
e
c
o
v
e
r
y
 Renner is a neutral carbon business and for four years it 

compensates 100% of the yearly GHG emission of the 

previous year; Acquired two projects of carbon credit to 

protect biodiversity, aiming to secure the small amazon 
forest in the region. 

No information available 

R
e
c
y
c
le

 Uses recycled materials such as cotton, PET bottles and 

jeans and is experiencing the upcycling technique; 2 tons of 

fabric being recycled and reinserted in the production chain 

(2019) 

Plans to increase in 10% the volume of 

recycled waste. 

Source: Elaborated by the author. 

4.12 Company 12 – Riachuelo 
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Riachuelo is catching up with larger fashion retailers, with recent actions to become a more 

sustainable business. Just recently, the company had established a department to work 

specifically on sustainability and to integrate all other departments into adopting more 

sustainable actions. The retailer has not yet published its first Sustainability Report and does 

not publish an official Annual Report with the results of the company. 

 

Riachuelo achieved positive results with investments made on technology and machinery 

update, helping reduce water and energy consumption while reducing the amount of 

chemicals needed to produce clothes. 

 

No information was available on product Design to guarantee durability and recyclability 

and no significant interaction between Riachuelo and its customers, with very little content 

on this matter communicated in the company’s official webpage. 

 

Although Riachuelo is investing in developing a more sustainable business, very little is 

communicated about future implementations. 

 

Riachuelo is proud to call itself a fast fashion retailer, offering several collections throughout 

the year with pieces that can be easily replaced by new ones, which is not aligned with the 

principles of the circular economy. 

 

 

 

 

 

 

 

 

 

 

 

Table 20: Summary of goals achieved, strategies and targets, Riachuelo 
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CE Areas 

of 

Application 

Goals Achieved Strategies/Targets 
E

ff
ic

ie
n

c
y

 

Water: adapted its processes to reduce up to 20 times the 

water consumption (using ozone, laser and nebulization), 

reducing between 35% and 90% of water consumption; 

Riachuelo keeps two ETE that enable for 100% of water 

recovery. 

Energy: company sells energy on the open market; More 

than 150 stores are fully powered with renewable energy, 

About 90% of jeans come from renewable sources of 

energy; More than 100 stores are equipped with LED 

lighting, generating savings of 50% and 60%. 

Raw materials: no information available 

Riachuelo production is 100% audited and certified by 

ABVTEX and it requires all its national suppliers to be 

certified by the same agency, with foreign suppliers needing 

certification by international agencies as such. 

Water: no information 

available 

Energy: no information 

available 

Raw materials: no 

information available 

R
e
d

u
c
ti

o
n

 

Emissions: no information available 

Waste: no information available 

Chemicals: with the use of ozone, laser and nebulization 

processes, the company was able to reduce the amount of 

chemicals and effluents; With the project 

"Jeans+Transparente", the company created a new laser 

washing process that reduces the amount of chemicals used 

in this step, from 40% to 85%. 

Emissions: no information 

available 

Waste: no information 

available 

Chemicals: no information 

available 

D
es

ig
n

 

No information available No information available 

C
o

n
su

m
p

ti
o

n
 

Very little is mentioned on the company's webpage about 

how customers can take better care of their garments. 

No information available 

R
e
v
e
r
se

 

L
o
g
is

ti
c
 

Collaborated with "Plataforma Verde", a company that 

offers traceability of residues and guarantee the correct 

form of discard, however, no initiative is in place to collect 

old garments from customers. In 2017, trucks that supplied 

stores returned to the distribution centers with the waste 

generated in the stores. 

 No information available 

R
e
c
o
v
e
r
y
 

No information available No information available 

R
e
c
y
c
le

 

Waste collected in stores and sent to DC are later screened, 

separated and sent to recycling; Company sells fabric waste 

to other companies to recycle and make new products, with 

all companies that purchase fabric waste from Riachuelo 

having environmental license to recycle textiles; To recycle 

stores visual merchandising, the company developed a 

project called "SharePlace" where used furniture and other 
store accessories can be exchanged between stores. 

No information available 

Source: Elaborated by the author. 

4.13 Comparison of sampled companies 
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With a thorough analysis of the collected data, companies were evaluated by the author 

regarding each of the seven areas of application of the circular economy, and colors were 

designated to represent the alignment of each company with the principles of the circular 

economy in these specific areas, considering goals achieved and strategies/targets for the 

future. With the results illustrate on Table 21, clearly some companies have a better 

alignment with the principles of the circular economy. 

 

Table 21: Company Alignment with the Areas of Application of the CE 

 
 

Source: Elaborated by the author. 

 

Overall, Lojas Renner is leading the group with the higher number of actions and 

strategies/targets aligned with the principles of the circular economy, followed closely by 

H&M. Pernambucanas, however, legged behind with very few actions and strategies/targets 

in alignment with the principles of the circular economy, followed closely by Riachuelo. 

 

G.A. S/T G.A. S/T G.A. S/T G.A. S/T G.A. S/T G.A. S/T G.A. S/T

5 2 0 4 3 0

2 1 4 2 3 2

7 0 0 5 0 2

2 3 2 0 1 6

5 1 1 4 1 2

5 2 0 3 1 3

4 1 2 5 1 1

6 0 1 0 0 7

1 3 3 0 0 7

3 2 2 0 2 5

7 0 0 5 1 1

2 3 2 0 0 7

G.A Goals Achieved

S/T Strategies and Targets

Aligned with the principals of CE - with clarity and specific goals

Somewhat aligned with the principals of the CE - with vague goals

Not aligned with the principals of the CE
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To separate the companies in different clusters, an analysis of Table 21 was conducted, and 

a score given to each company, considering each of the seven areas of application of the CE. 

For example, if five (out of seven) of C&A’s goals achieved are aligned with the principles 

of the CE, then C&A received a score 5 on column A, and if four (out of seven) 

strategies/targets are aligned with the principles of the CE, C&A received a score 4 on 

column B. The sum of both scores (A+B) defined the final score C&A, which is 9. The 

higher the final score, more aligned is a company with the principles of the CE. The same 

logic was used to define the cluster of companies not aligned with the principles of the 

circular CE, with the highest scores on column I, indicating that these companies are not 

aligned with the principles of the CE. The cluster of companies that are somewhat aligned 

with the principles of the CE is composed of all other companies not allocated in neither of 

the two previous defined group (their total score was ignored). 

 

Table 22: Company Alignment with the Principles of the Circular Economy 

 

Source: Elaborated by the author. 
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G.A S/T G.A S/T G.A S/T

C&A 5 4 9 C&A 2 3 5 C&A 0 0 0

2 2 4 GAP 1 3 4 GAP 4 2 6

7 5 12 H&M 0 0 0 H&M 0 2 2

2 0 2 Hering 3 1 4 Hering 2 6 8

5 4 9 Inditex (Zara) 1 1 2 Inditex (Zara) 1 2 3

5 3 8 Levis Strauss 2 1 3 Levis Strauss 0 3 3

4 5 9 Malwee 1 1 2 Malwee 2 1 3

6 0 6 Osklen 0 0 0 Osklen 1 7 8

1 0 1 Pernambucanas 3 0 3 Pernambucanas 3 7 10

3 0 3 Primark 2 2 4 Primark 2 5 7

7 5 12 Renner 0 1 1 Renner 0 1 1

2 0 2 Riachuelo 3 0 3 Riachuelo 2 7 9

G.A Goals Achieved

S/T Strategies and Targets

Aligned with the principals of CE - with clarity and specific goals

Somewhat aligned with the principals of the CE - with vague goals

Not aligned with the principals of the CE

Pernambucanas

Primark

Renner

Riachuelo

GAP

H&M

Hering

Inditex (Zara)

Levi Strauss

Malwee

Osklen
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Table 22 illustrates how Lojas Renner and H&M occupy the top positions regarding their 

alignment with the circular economy, with the highest total score of the group, and how 

Permanbucanas and Riachuelo legged behind, with the highest scores regarding to the non-

alignment with the principles of the CE. However, it is important to highlight that even 

though these two retailers reached high scores in this study, they still practice fast fashion in 

their business models, which is definitely not aligned with the principles of the circular 

economy. In fact, these companies may implement many strategies that are more 

sustainable, but to be truly aligned with the principles of the CE they must rethink their 

business models and move towards slow fashion, offering more durable products not only 

with attributes of sustainability, but also with a design that will allow for the recovery of all 

its materials. 

 

The same critical observation is made towards six other retailers sampled in this research, 

C&A, GAP, Inditex, Pernambucanas, Riachuelo and Primark: they are all adept to the fast 

fashion model, offering garments that can easily be replaced. Another critic regards to the 

communication that these companies have with consumers, although some of them claim 

that they try to create awareness regarding overconsumption, their market strategies instigate 

the purchase of new and fashionable items more and more often. 

 

Only three companies in this study openly adopt the concept of slow fashion: Levi Strauss, 

Malwee and Osklen. These retailers communicate in their strategies that their products are 

made with high quality materials and made to last, and their communication with consumers 

reflect that principle. 

 

To further contribute to this study, a research was conducted to identify the main 

international institutions, programs and certifications regarding circular economy, climate 

change and sustainability in the fashion industry. The next paragraphs shortly describe of 

each of these initiatives: 

• Make Fashion Circular: an initiative led by the Ellen MacArthur Foundation in 2017 

to support business, governments and other institutions in the transition to a circular 

economy on the fashion industry, offering data and insights to ensure that clothes are 

made from safe and renewable materials (ellenmacarthurfoundation.org). 
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• Textile Exchange: a global non-profit organization that works with textiles 

stakeholders to drive change into the industry by identifying and sharing best 

practices on farming, materials, processing, product end of life, traceability with the 

objective to reduce the environmental impact of the fashion industry 

(textileexchange.org). 

• Fashion Industry Charter for Climate Action: a broader program initiated by the 

United Nations agency UNFCCC (United Nations Framework Convention on 

Climate Change), in 2018, to identify ways to enable fashion, textile and clothing 

sectors to move towards a more holistic commitment regarding climate action and 

with the mission for the industry to achieve net-zero emissions until 2050 

(unfccc.int/climate-action). 

• Fashion Pact 2019: a global coalition of fashion and textile companies, including 

their suppliers and distributors, committed to a common core of environmental goals 

in areas of global warming, biodiversity restoration and ocean protection 

(thefashionpact.org). 

• Better Cotton Initiative (BCI): a global non-profit organization founded in 2009 to 

improve global cotton production better for the environment and for the people. BCI 

members are committed to improving cotton production through engagement, 

sourcing and payment of annual fees (bettercotton.org). 

• Organic Cotton Accelerator (OCA): a multi-stakeholder organization with a global 

platform committed to organic cotton and its environmental and social positive 

impact (organiccottonaccelerator.org). 

• Water Action Hub: Zero Discharge of Hazardous Chemicals: a guide created on 

2018 with shared knowledge to help apparel and footwear industry on wastewater 

treatment with a Roadmap to Zero Program to enable these companies to achieve the 

goal of zero hazardous chemicals discharge (wateractionhub.org). 

• Cradle to cradle Certified TM: a global non-profit innovation institute dedicated to 

transform the safety, health and sustainability of products through the Cradle do 

Cradle Certified Product Standards. Products are evaluated according to their 

attributes related to six quality categories: material health, material utilization, 

renewable energy and carbon management, water stewardship and social fairness, 

with each category receiving a certification level: Basic, Bronze, Silver, Gold and 
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Platinum, with the lowest achievement level representing the product’s overall mark 

(c2ccertified.org). 

• Fashion for Good: an online platform for information sharing in the fashion industry 

ecosystem, with an approach to fashion based on circularity, restoration and 

regeneration by design (fashionforgood.com). 

• Global Fashion Agenda: a leadership forum for the industry for collaboration on 

fashion sustainability (globalfashionagenda.com). 

• 2020 Commitment (also known as 2020 Circular Fashion System Commitment): is a 

pact signed representatives of the fashion industry during the Copenhagen Fashion 

Summit 2017, initiated by Global Fashion agenda and signed by large fashion 

retailers (globalfashionagenda.com). 

 

The following table was elaborated to help with the analysis of companies’ participation in 

global initiatives: 

 

Table 23: Retailer Participation in Global Initiatives Connected with the CE 

 

Retailer MFC TE FICCA FP 19 BCI OCA  ZDHC C2C FFG GFA 20 Com # Initiatives

C&A ↗ ↗ ↗ ↗ ↗ ↗ ↗ ↗ 8

GAP ↗ ↗ ↗ ↗ ↗ ↗ 6

H&M ↗ ↗ ↗ ↗ ↗ ↗ ↗ ↗ ↗ 9

Hering 0

Inditex (Zara) ↗ ↗ ↗ ↗ ↗ ↗ ↗ ↗ 8

Levi Strauss ↗ ↗ ↗ ↗ 4

Malwee 0

Osklen (Alpagartas) 0

Pernambucanas 0

Primark ↗ ↗ ↗ 3

Renner ↗ 1

Riachuelo 0

↗: Signatory or member

↗: Founder, Core or Strategic Partner

↗: C&A is the only retailer in this group to have a C2C product certification

MFC: Make Fashion Circular

TE: Textile Exchange

FICCA: Fashion Industry Charter for Climate Action

FP 2019: Fashion Pact 2019

BCI: Better Cotton Initiative

OCA: Organic Cotton Accelerator

ZDHC: Zero Discharge of Hazardous Chemicals

C2C: Cradle to Cradle Certification

FFG: Fashion for Good

GFA: Global Fashion Agenda

20 Com: 2020 Commitment
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Source: Elaborated by the author. 

 

Table 23 illustrates the involvement of these retailers in initiatives on themes related to 

circular economy, circularity and climate change. H&M leads the group with participation in 

several global initiatives, including core partnership in three global projects: “Making 

Fashion Circular, “Organic Cotton Accelerator” and “Global Fashion Agenda”. C&A, 

Inditex and GAP follow closely, also participating in a considerable number of these 

projects. In this aspect, it is clear that Brazilian retailers are not yet very engaged with the 

global organizations with only Lojas Renner being active in one global initiative: “Textile 

Exchange”. 

 

In order to allocate companies in different clusters, the present research considered the 

following three different levels of alignment with the principles of the circular economy: 

• Aligned with the principles of the circular economy 

• Somewhat aligned with the principles of the circular economy 

• Not aligned with the circular economy 

 

Figure 7: Cluster division – Alignment with the principles of the CE 

 

 

 

Source: Elaborated by the author. 

 

Figure 7 contemplates the cluster division, with H&M and Lojas Renner leading the group 

with more actions, strategies and targets aligned with the principles of the circular economy, 

although Lojas Renner only takes part in one global initiative related to CE. Inditex, C&A, 

Somewhat aligned with the 

principles of the CE

Aligned with the principles of the 

CE

Not aligned with the principles of the CE
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Hering, Levi Strasuss, GAP, Osklen, Primark and Malwee are allocated on the cluster of 

companies who are somewhat aligned with the principals of the CE, while Pernambucanas 

and Riachuelo are still catching up with its competitors, with no clear alignment reported in 

the analyzed documentation. 

 

4.14 Analysis Conclusion  

To conclude this section of the present research, the collected data was analyzed using the 

literature review in order to correlate the actions, strategies and targets of the companies 

with the theories presented on Chapter 2. The clear message convened by the companies was 

that they understood that it is imperative that they act together to foster the future of the 

industry, and that to reach their goals, they need industry-widely collaboration.  

 

The research showed a strong interaction between retailers and their stakeholders in favor of 

a transformative era for the industry. All twelve companies have reached out to their value 

chain for collaboration, as well as fostering partnerships with other sectors to improve their 

efficiency. 

 

Another key factor that was evident in this study was that even though textile retailers have 

global strategies when it comes to sustainable actions, most of the projects are carried on a 

local level, usually in places where the companies have part of their operations. As one 

solution does not fit all problems, these strategies had to be adapted to local realities, local 

legislation and local culture, thus this research shows several projects from these textile 

retailers that are conducted locally, with the partnership of local government, institutions and 

community.  

 

Strategies and actions need to dialogue with the local resources and be adapted to fit that 

region. One clear example of local actions for global problems is C&A strong 

communication with customers in Brazil regarding conscious consumption and garment 

care, as in general, Brazilians tend to wash their clothes more often than in other countries, 

consuming more water in the process (Appendix A). 
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A very common trait that perceived in this research was how companies are often stressing 

the importance of transparency, traceability and accountability as key factors to move 

towards a circular economy for fashion and textiles. Many actions involve the disclosure of 

data on environmental impact, but it is clear that not all companies are prepared to share this 

information openly. For example, Riachuelo is just now starting to measure the impact of 

their business and does not yet have information to share. On the other hand, companies 

such as Osklen and Primark are investing in R&D to better assess the impact of the products 

they sell.  

 

The retailers Riachuelo and Malwee both have a vertical business model, with all processes 

from purchase of raw materials to the delivery of the final product being done within the 

company, thus making it easier to trace the environmental impact of their actions. However, 

companies such as Primark and H&M that have third party companies responsible for their 

productions, it becomes more imperative that these companies collaborate with their value 

chain to bring awareness on environmental issues and to set important requirements that 

must be followed by each supplier, to assure that the production follows the legislation – at 

first – as well as is inclined to adopt sustainable actions that will enable a move towards a 

circular economy on textiles. 

 

Generally, all companies are developing strategies that are more sustainable, however, they 

are in different stages. When analyzing retailers such as Pernambucanas and Riachuelo, it is 

possible to see that both companies are only now beginning to shift their actions to show 

commitment to the environment.  Other retailers such as H&M, Lojas Renner, C&A and 

Inditex are well head and engaged in many actions that are aligned with the principles of the 

circular economy. Other companies, such as Osklen, Primark, GAP and Hering are 

advancing in their actions, but still need to better align their targets for the future. 

 

Although only C&A and Riachuelo had openly communicated in their official reports that 

they belong to the group of fast fashion retailers, more than 50% of the companies sampled 

in this study belong to this group: C&A, H&M, Hering, Inditex, Primark, Renner, 

Riachuelo, Pernambucabas and GAP, which is something to consider when analyzing their 

actions towards circularity. Only Malwee, Osklen and Levis Strauss openly communicates 

their alignment with slow fashion. As discussed earlier in this research, the fast fashion 
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business models offer several collections during the year, inducing consumers to over 

consume their products and shortly replace them. This trait is far away from the concept of 

the circular economy, even though these retailers are indeed taking actions to change the 

destructive way in which the fashion industry operates. 

 

Overall, it is possible to see a movement of the textile industry which reflects their 

commitment to the future of the industry, however, it is evident that more strategies, 

adaptation and industry-wide collaboration is needed to reach the common goal of making 

fashion circular.  
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5. FINAL CONSIDERATIONS 

When the future of the fashion industry was initially introduced in this paper, it did not 

convey positive outcomes. Concerns such as the survival of the industry might have seemed 

dramatic at first, but throughout the process of theoretical investigation, it was clear that the 

topic deserved attention, planning and action.  

 

The fashion industry comes in second place when it comes to harmful impact to the 

environment, behind only of the oil industry. This reality is even more aggravated when 

considering that currently, the survival of the industry relies heavily on the use of finite 

resources and that if drastic changes do not occur at present, either the industry will collapse, 

or it will deplete the last of the natural resources available, and then collapse. Change is 

needed to allow for the restoration of the environment and to enable ecosystems to continue 

to live, as they are valuable to human existence. A restorative approach will benefit not only 

fashion businesses, but also society and the environment. For this reason, the circular 

economy paradigm emerged as a theoretical framework that has been put into practice by 

pioneer companies with the collaboration of research institutions. 

 

The main objective of this study was to inquire how large textile retailers are aligning their 

actions and strategies with the principles of the circular economy and what targets they have 

set for the future. Driven by this purpose, a deep process of investigation and secondary data 

analysis was conducted, with results that can lead to valuable contributions to the topic. 

 

While in the transition to move towards a restorative economy, fashion retailers often find 

the concepts of the circular economy difficult to follow, especially when looked into its 

genetic definition: an economy where resources are kept on the loop and do not become 

waste, maximizing its value and protecting finite resources.  

 

With the present research, circular economy was broken down into seven different areas of 

application supported by a theoretical review, and each of these areas was carefully studied 

with the objective to contextualize the principles of CE and how retailers can put them into 

practice. In order to address that approach, the twelve selected companies – six Brazilian 

textile retailers and six foreign textile retailers – had their information investigated and 

tabulated to enable these considerations. 
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To the conclusion of the secondary objectives proposed in this research, an analysis of each 

area of application of the circular economy allowed for the following findings: all twelve 

companies described in this study have adopted more sustainable actions, strategies and 

targets, but not all of them are aligned with the principles of the CE. Three clusters of 

companies were defined in this study: retailers aligned with the principles of the circular 

economy, composed by Lojas Renner and H&M; retailers that are somewhat aligned with 

the principles of the circular economy, and the retailers allocated in this cluster are C&A, 

GAP, Hering, Inditex, Levi Strauss, Malwee, Osklen and Primark; and retailers that are not 

aligned with the principles of the circular economy form the third cluster: Pernambucanas 

and Riachuelo.  

 

Most of these retailers have invested in creating a collection or some specific garment with 

sustainable sources, however, it was not clear if they have set goals to expand these 

initiatives to all products that they make, instead of offering only one or two collections that 

are made more sustainably, while all other products available still follow a linear production. 

These companies cannot be considered circular until all their processes and products are 

fully circular, which is a challenging task to take on, but a necessary one if the industry 

intends to survive. 

 

Nevertheless, it is relevant to highlight that even though the companies that were found to be 

aligned or somewhat aligned with the principles of the CE, they are still adept of fast fashion 

practices and do not communicate any intention to change their business models to a more 

restorative one.  

 

Nine out of the twelve sampled companies adopt fast fashion practices, which shows that 

even though these retailers are slowly shifting their actions to be more sustainable, they still 

have, at the core of their business, a strategy that goes against the concept of conscious 

production, consumption and restoration of garments. A deeper analysis should be made to 

understand how these companies plan to change the industry to a more restorative one 

without changing the current profitable way that clothing is made. 
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Another particular aspect observed in this study is that textile retailers take small steps to 

reach greater objectives, adopting initiatives in strategically chosen regions before 

expanding them to other aspects of the business. Companies with global strategies still need 

to recognize and adapt to local aspects to enable true collaboration and efficiency, which 

justifies why these retailers communicate actions in specific regions in their official reports, 

even when these reports regard to the global strategies of the companies. 

 

Notwithstanding, it is evident that companies encountered managerial implications while 

incorporating the circular economy into their business models. Many players on the private 

sector and in government are yet to recognize the full potential of the circular economy, as 

many uncertainties still prevail. For instance, the economic viability of the circular economy 

is yet to be measured, results might only be visible in the long term, legislations are not fully 

aligned with its principles and, with the proposed efficiency in textile production – which is 

one of the fundamentals of the CE – products prices will decrease and consumption will 

increase. Another aspect that is still highly criticized is the fact that no product is 100% 

sustainable, it can have attributes of sustainability in its production, but in the end, it is not 

proven that the circularity of resources will indeed fully protect the environment against 

depletion and pollution. But even with these uncertainties that surround the results of the 

circular economy, this new paradigm is still an alternative to the destructive way that 

production is carried out nowadays, and many textile retailers, for instance the ones sampled 

in this study, have showed that they are investing to change the status quo. 

 

All that leads to the conclusion that the fashion industry is moving – rather slowly, but 

moving – towards a more sustainable economy, and that it understood the implication of 

inertia in their long-term survival of the sector, which conveys the relevance of this study. 

 

The focus of this study was how fashion retailers are moving towards the circular economy, 

however, the findings here described are applicable to other industries as well, contributing 

to the development of the topic, which is considerably recent and needs investigation that is 

more comprehensive at this point. Surely, the environmental aspect is a global concern and 

not only to a specific industry or sector, but also to the survival and prosperity of humanity, 

the extent to which a call for action is imperial. 
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The limitations of the present study referred to 1) the inability to collect primary data from 

the sampled companies – due to the pandemic of the COVID-19 –, which would have 

enriched the analysis and deepened these findings; 2) to the fact that, fundamentally, circular 

economy does not specifically tackle how companies approach aspects of social 

development when transitioning to a restorative economy; hence, these social aspects were 

not widely investigated in this paper; 3) the data collected in this study was published by the 

companies and are subject to bias, hence, the analysis and conclusion are conducted 

considering what was published by the retailers, which can be confirmed only with 

additional research methodology, such as in-depth interviews and observations; 4) 

greenwashing is also a possibility in this research as it is not possible to verify the truths 

about the attributes of sustainability in the garments.; and 5) companies sampled in this 

study may conduct actions that are aligned with the principles of the circular economy which 

were not detailed in the documentation analyzed during this investigation.  

 

Furthermore, as an invitation for future researches, a more investigative and intimate 

approach with the sampled companies would benefit the continuity of this topic, with the 

aim to include the human perspectives through the conduction of in-depth semi-structured 

interviews. Another interesting idea would be to understand if these companies who claim to 

be so advanced with their efforts to move towards the circular economy will continue with 

the fast fashion business model, which is, in many ways, contradictory to the principles of 

the circular economy. How will these large retailers balance the attractiveness of the fast 

fashion model with their commitment to be more sustainable? 
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APPENDIX  

A - Company 1 – C&A 

C&A was founded in 1841 in The Netherlands by two Dutch brothers. The company is self-

entitled as innovated, fun, and above all, in love with people (cea.com.br). 

 

The most recent published sustainability report is entitled “Making Sustainable Fashion the 

New Normal, C&A Global Sustainability Report 2018. This study has also analyzed data 

from the C&A Foundation 2018 Annual Report. 

 

Efficiency 

C&A has adopted the use of more sustainable raw material. Viscose, modal and lyocell are 

fibers made from dissolved wood pulp of trees. In 2018 they represented only 7,4% of the 

materials used by C&A to produce clothing, and the company plans to completely eliminate 

the use of cellulose-based fibers in its production (C&A Global Sustainability Report 2018, 

2019). 

 

In 2018 C&A boosted the production of organic cotton in India, developing a holistic 

approach to mainstream sustainable cotton in the region. This goal was achieved by three 

main actions: 1) Offering support to help build the socio-economic case for farmers to 

improve training and education; 2) Strengthening industry cooperation to start building the 

sector and giving incentive to institutions to support sustainable cotton; 3) Focusing on 

shifting the regulatory environment in order to create policies that support sustainable cotton 

(C&A Foundation 2018 Annual Report, 2019). 

 

In China, the second largest global cotton producer, C&A Foundation has partnered with 

Rare, a non-government association that uses human behavior change to drive conversations 

results. The project had the objective of improving cotton farming in the region using 

techniques of human behavior change, but the results were not reached as both C&A 

Foundation and Rare did not conduct a comprehensive study to understand the local context. 

Instead of giving up, both organizations decided to take a step back, conducting a thorough 

study to better understand the organic cotton market in China, and with the findings, they 
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hope to be able to design a better approach to start tackling it again and therefore, support 

the farmers, the environment and the cotton market (C&A Foundation 2018 Annual Report, 

2019). 

 

The retailer intends to have 100% of cotton products made from More Sustainable Cotton by 

2020, and 67% of raw materials to be of a more sustainable origin. C&A was the first 

fashion company to launch a t-shirt collection with the level Gold certificate from Cradle-to-

cradle, and the retailer plans to expand it to other collections in the future (C&A Global 

Sustainability Report 2018, 2019). Cradle-to-cradle is a global recognized certification that 

measures the safety sustainability of products, with attributes of the circular economy. The 

product scorecard is divided in five different levels: Basic, Bronze, Silver, Gold and 

Platinum. Each product is evaluated in six different quality categories, with the lowest 

achievement level representing the overall mark of that product. In the case of C&A, to 

receive a Gold certification for the cradle-to-cradle t-shirt collection, all quality categories 

were marked at least on level Gold (www.c2ccertified.org). 

 

Figure 8: Cradle-to-cradle Certified Product Scorecard Example 

 

Source: www.c2ccertified.org 
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Cotton 2040 is a coalition of leading international brands and retailers and interested 

stakeholders across the supply chain, with the goal to integrate and accelerate actions to 

make sustainable cotton mainstream. In 2018, the organization launched the CottonUP 

guide, elaborated to help business and brands better understand the case of sustainable 

cotton and how to source it, bringing together different standards and codes to create a 

dialogue between the parties to create transparency and to achieve a greater alignment in the 

sustainable cotton sector. In 2018, the company granted €6,1M in programs committed to 

improving the lives of small farmers and livelihoods (C&A Foundation 2018 Annual Report, 

2019). 

 

The C&A Foundation current supports (and in some cases, leads) 13 multi-stakeholder 

initiatives that related to the creation of a more sustainable industry. Eight of these initiatives 

are aligned with the concepts are the circular economy, as follow: 

 

Table 24: C&A Multi-stakeholder initiatives of 2018 

 

Better Cotton Initiative 

(BCI)  

 
Cotton 2040 

 
Fashion for Good 

 
Sustainable Fashion 

Lab Brazil 

Ethical Trading Initiative Cotton 

2040 Fashion for Good A global 

initiative of 1476 members, 

from farmers, brands and 

retailers, to mainstream 

sustainable cotton. In 2017, they 

certified 11% of all cotton 

produced 

 
Collaboration of cotton 

standards and international 

brands to mainstream 

sustainable cotton, and 

co-founded by the 

C&A Foundation. 

 
Platform for sustainable 

fashion innovation, 

supported by founding 

partner C&A Foundation 

and 13 corporate partners 

that represent more than 

€142 billion in revenue 

 
Multi-sectoral platform 

founded by C&A 

Foundation in Brazil to 

connect over 40 industry 

leaders and build a more 

sustainable fashion industry. 

It is represented by 27,500 

textile companies and 23% 

of the local market. 

       
       
Organic & Fair Trade 

Cotton Secretariat 

(India) 

 
Organic Cotton 

Accelerator (OCA) 

 
Textile Exchange 

 
Sustainable Apparel 

Coalition 

A group of more than 20 

organizations represented 

across government, NGOs, 

brands and retailers, pushing for 

action and policies that can 

enable organic cotton production 

in Madhya Pradesh, India.  

 
Platform co-founded by C&A 

Foundation to connect the 

organic cotton production 

with the demand from brands 

and retailers, representing 

around 70% of the organic 

cotton market. 

 
One of the largest not-for-

profit networks working 

to increase the uptake 

of sustainable fibers. 

It operates in 25 countries 

and has more than 350 

organizations across all 

sectors of the textile 

supply network. 

 
The Social and Labor 

Convergence Program 

(SLCP) represents 32 brands 

and retailers that make up 

15% of the entire industry, 

aiming to create an efficient, 

scalable and sustainable 

solution for social audits. 

 

Source: Adapted from C&A Foundation 2018 Annual Report, 2019. 
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C&A Foundation measure the performance of each initiative it supports, using key 

performance indicators (KPIs) to help improve effectiveness and ensure that their resources 

are used efficiently to help maximize the positive impact for the beneficiaries. Graphs 2 and 

3 below are examples of KPI measurements regarding initiatives involving sustainable 

cotton.  

 

Graph  2: Number of Tones of sustainable cotton produced per year 

 

 

 
 

 

Source: Adapted from C&A Foundation 2018 Annual Report, 2019. 

 

 

 

Graph  3: Number of Hectares under sustainable cotton cultivation 

 

 

Source: Adapted from C&A Foundation 2018 Annual Report, 2019. 

 

In 2018, C&A established four new partnerships and renewed four partnerships related to 

sustainable cotton, as shown in table 25: 

Number of tons of sustainable cotton produced per year

30k

2015 2016 2017 2018

Target

Achieved

Number of hectares under sustainable cotton cultivation

62k

41k

21k

2015/16 2016/17 2017/18 2018/19

Target

Achieved
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Table 25: C&A New and Renewed Partnerships 

 

New Partnership Objective  Renewed Partnership Objective 

BCI - Better Cotton 

Initiative 

increase standards embedded 

in national legislation 
 Forum for the Future 

create alignment and 

traceability in the 

sustainable cotton sector 

Diaconia 

strengthen and expand 

sustainable cotton farming in 

territories of the semi-arid 

regions in Brazil, as well as 

develop family-based social 

organizations 

 Organic Cotton 

Accelerator 

remove barriers to increase 

organic cotton production 

and strengthen market 

demand through a multi-

stakeholder platform 

Solidaridad 

establish an organic cotton 

hotspot in Maharashtra 

(India), engaging fifteen 

thousand farmers and 

stakeholders; 

 WWF: World Wide 

Fund for Nature, India 

improve farmer livelihoods 

and promote biodiversity 

conservation through 

organic cotton cultivation 

WTT Brazil 

bring effective and scalable 

innovation to small business 

producing organic cotton. 

 Action for Social 

Advancement 

expand organic cotton 

production in the tribal 

region of Madhya Pradesh 

 

Source: Adapted from C&A Foundation 2018 Annual Report, 2019. 

 

For C&A, it is imperative to measure, evaluate and learn from their partners, to scale 

initiatives and help them in the necessary changes (C&A Foundation 2018 Annual Report, 

2019). 

 

Regarding water stewardship, C&A reduced its consumption in 51% with the actions 

towards the cultivation of organic cotton. In 2018, the company continued with the Saving 

Water Programme, which features a finishing process with zero water consumption in jeans 

production. In Mexico, a water-saving pilot project is under development for denim products 

(C&A Global Sustainability Report 2018, 2019). 

 

C&A is one of the few fashion retailers to disclose the company’s entire greenhouse gas 

inventory and cradle-to-grave water footprint – and aims for its suppliers to do so – to bring 

more transparency to the industry. The company is committed to reducing water used in the 

production of raw materials by 30% until 2025, and to further reduce water consumption in 
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stores, distribution centers and offices in 10%, using the year of 2015 as a baseline (C&A 

Global Sustainability Report 2018, 2019). 

 

 

Reduction 

C&A constantly assess its environmental impact using Life Cycle Assessment (LCA) tool 

across its entire chain, from the extraction of raw materials until the end of use of the 

garments. In 2018 the company committed to the Sciences Based Target initiative (SBTi) 

aiming to reduce the greenhouse emissions for a better alignment with the Paris Agreement 

which was created during the United Nations convention in 2015 and signed by 195 

countries in a global effort to commit to actions to fight climate change (United Nations 

Paris Agreement, 2016). 

 

C&A estimates that the company’s sourcing of more sustainable viscose in 2018 avoided 

62,054 metric tons of carbon dioxide emissions, a reduction of 47% in comparison with the 

conventional use of viscose (C&A Global Sustainability Report 2018, 2019). 

 

C&A partnered with other large fashion retailers to establish Fashion for Good, a platform 

that funds startups to help them create knowledge in order to foster a technology that will 

promote breakthroughs to create disruptive solutions in the industry (C&A Foundation 2018 

Annual Report, 2019). 

 

In 2017, C&A updated the estimation of emissions on the consumer phase by using survey-

data, garment specific care instructions and durability data from the Sustainable Apparel 

Coalition. In 2018, the GHG (greenhouse gas emissions) decreased 14% in comparison with 

the year base of 2016 (C&A Global Sustainability Report 2018, 2019). 

 

Graph  4: Total greenhouse emissions, year on year comparison: 
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Source: C&A Global Sustainability Report 2018, 2019 

According to C&A, about 9% of its greenhouse emissions are from agriculture (mostly from 

cotton cultivation). In 2018, the company sourced 71% of its cotton in a more sustainable 

way and estimates that with that, it avoided 54,600 metric tons of GHG emissions in 2018, 

10% less than conventional cotton emissions (C&A Global Sustainability Report 2018, 

2019) 

 

The largest source of emissions from C&A in its supply chain is generated in the material 

processing phase, which represents about 404% of all emissions. In retail operations, the 

target is to reduce emissions intensity by 20% in 2020, in comparison with the year of 2012. 

In 2019, 31% of C&A electricity was sourced from renewable energy. In 2018, the company 

reduced carbon intensity by 16% and increased energy efficiency in 20%, also in 

comparison with the year of 2012. Such improvements were due to better energy 

management, lighting and good practices across the retail stores worldwide (C&A Global 

Sustainability Report 2018, 2019).  

 

Design 

To adapt its business to a more sustainable production way, C&A is developing innovative 

products designed to enable the elimination the use of hazardous chemicals, thus not using 

harmful materials to people and the environment, adopting the use of renewable recyclable 

input that will improve recycling rates (C&A Global Sustainability Report 2018, 2019). 

 

Consumption 

Until 2017, C&A estimates of the carbon print from the use and disposal of clothing was 

very inaccurate and based on assumptions. The company then decided to take a closer look 

into the habits of its consumers to better understand and reduce their negative impact in the 

environment. With the use of primary data obtained in a survey with C&A costumers, the 

company discovered that a good portion of its customers have sustainable habits when it 

comes to clothing, a number much larger than what the company had estimated. The 

company learned that between 60 to 85% of its consumers line-dry their clothes (instead of 
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tumble-drying) and the majority of them use the garments multiple times before washing 

them (C&A Global Sustainability Report 2018, 2019) 

 

A sensitive analysis on cleaning cycles was conducted in 2017 to measure the carbon 

footprint of their garments and the findings revealed that in the cleaning cycle, washing 

represented about 55% of the total GHG emissions (with 52% of the washing conducted at 

40 degree Celsius – which is the default setting for most washing machines), while drying 

represented 45% of the emissions. In this analysis, the company estimates that a change in 

the consumer behavior can decrease the GHG emission in 45% if the clothes are line-dried 

by 15-40% of the customers, while changing the temperature default of the washing 

machines to 30 degrees Celsius can decrease the gas emission in approximately 21%. If 

these two simple changes were to take place concomitantly, it would be possible to cut the 

carbon footprint of C&A garments by one third (C&A Global Sustainability Report 2018, 

2019) 

 

Fashion Revolution is a movement created by organization and people to change the way 

that fashion is made and consumed, bringing awareness to consumers by fostering plans for 

more transparency within the industry (C&A Foundation 2018 Annual Report, 2019). 

 

In countries such as Brazil and Mexico, costumer tend to wash their clothing more often, 

mostly after one single wear for certain types of garments, in comparison with Europe and 

China. The graph below shows the results of a survey made with C&A costumer in these 

regions: 

 

Graph  5: Wears per wash of specific garments. 
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Source: (C&A Global Sustainability Report 2018, 2019) 

 

To counterbalance the negative impact of customer behavior associated with clothing, C&A 

is building awareness in Brazil by offering a series of events named “C&A Fashion 

Futures”, with the objective to connect with the generation Z on topics of sustainability with 

the participation of a well-known environmental influencer and experts to prepare a 

documentary on circular fashion. Other events in this area include communication in-stores 

about the importance of Cradle to Cradle certified items (C&A Global Sustainability Report 

2018, 2019). 
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In 2018 C&A intensified its commutation efforts with its customers to show them that 

clothing that look good can also do good, and with that, launched a global platform named 

“#WearTheChange”, where the company communicates in all its channels about the 

products advertised with #WearTheChange are produced and sourced more sustainably. This 

was a way to better connect with the customers and positive results were seen in Europe, 

Brazil and China, with millions of posts about it on social media (C&A Global 

Sustainability Report 2018, 2019). 

 

Reverse Logistic 

In 2017, C&A created a program called “in-store take-back initially in a selected number of 

countries in Europe, then expanding it to Brazil and Mexico later on. This initiative provides 

customers with the possibility of taking old clothes back to the store to give them new 

purposes. The number of stores where this option is available is still very small, but 

customers in Europe have given already more than 650 metric tons of unwanted clothes back 

to the stores, and they also sent over 17,000 parcels via PACKMEE in the online take-back 

initiative (C&A Global Sustainability Report 2018, 2019). 

 

In Brazil, the initiative was expanded to 81 stores in 2018 and collected over 2,600 kilos of 

items, and 73% of these items were in good condition and was sent to organizations that 

help poor children and their families, with the remaining 27% sent to recycling (C&A 

Global Sustainability Report 2018, 2019). 

 

Recovery 

C&A is committed to tackle the logging of endangered forests, it has joined the initiative 

CanopyStyle in 2015 and has published a Forest and Fabric policy to assess the company 

sourcing of cellulose-based fibers and eliminating the source of fibers made from the pulp of 

ancient and endangered forests. C&A has the goal to completely eliminate cellulose-based 

fibers it as input for its products. The first step in this strategy is to give preference for 

suppliers that either have preservation standards in what regards to these forests, or suppliers 

that use Forest Stewardship Council (FSC) certified methods (C&A Global Sustainability 

Report 2018, 2019). 
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Recycle 

Polyester is an important material in C&A collections; however, it is made from petroleum 

derived from crude oil, which is a finite and non-renewable resource and corresponds to 

19% of the materials used by the company. Hence, the retailer aims to increase the use of 

certified recycled sources to reduce the environmental impact of extraction and processing 

of these resources. Recognizing the need to increase the use of certified polyester in its 

garments, C&A sold, in 2018, more than 300,000 pieces of pieces made from recycled 

materials, mostly from recycled PET bottles from several sources (C&A Global 

Sustainability Report 2018, 2019). 

 

In China, C&A explored options for recycled polyester in 2017 and 2018, and the company 

also identified opportunities in Brazil to work with recycled cotton and polyester as well as 

with polyamide that is biodegradable, and the company aims to conduct further research to 

investigate the potential of these actions in the domestic supply chains in 2019 (C&A Global 

Sustainability Report 2018, 2019).  

 

In 2017, the retailer launched the world’s first ever collection of t-shirts with a Gold level 

Cradle to Cradle certification, in Europe, Brazil and Mexico. This garment is made of 100% 

organic cotton and does not use toxic dyes in its production. In 2018 it was the time for 

C&A to introduce Gold level Cradle to Cradle certified jeans in Europe and Brazil, which is 

much more difficult process because of the many components that are put into jeans and the 

complexity in its production, but C&A is proud to announce that their collection is fully 

certified and safe to people and the environment, and has plans to increase the number of 

items that are Cradle do Cradle certified in its collections. The Cradle to Cradle certification 

standard follows five criteria, which are:  

 

1) material health;  

2) material utilization;  

3) renewable energy;  

4) water stewardship; and  

5) social fairness.  
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In late 2018, the company expanded the offers of Cradle to Cradle certified products to the 

market to 4 million pieces, not only t-shirt and jeans, but also other items (C&A Global 

Sustainability Report 2018, 2019). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

B - Company 2 – GAP 

GAP Inc. is an American born retailer that has its stores spread globally. The first store was 

opened in 1969 by the couple Dora and Don Fisher, because they could not find a pair of 

jeans that fit them right (gapinc.com). 

 

To conduct this research, the latest official document available was Gap Inc. 2018 Global 

Sustainability Report, published in 2019. 
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Efficiency 

In 2018, GAP set a very ambitious goal to conserve 10 billion liters of water by 2020, using 

the year of 2014 as the baseline, with the use of more sustainable manufacturing processes, 

such as engaging with mills and laundries in the supply chain to use methods in the 

production of garments that saves water. In 2018, the company saved a total of 5,7 billion 

liters of water. The facilities experienced a 20% water-use reduction with the 

implementations of water efficiency programs (GAP Inc. 2018 Global Sustainability Report, 

2019). The resource efficiency efforts are based on the following five programs: 

 

Table 26: GAP Efficiency Efforts 

Clean by 

Design 

a cooperation with Natural 

Resources Defense Council to 

help mills in China improve their 

operational efficiency in order to 

reduce water and the use of 

energy and chemicals. 
 

Partnership 

for Cleaner 

Textile 

(PaCT) 

a partnership that aims to improve the 

environmental performance of the textile 

wet-processing sector in Bangladesh and 

Pakistan. 

  
   

China Mill 

Efficiency 

Program 

in 2017 GAP developed its own 

Mill Efficiency Program in 

China, in partnership with a 

Chinese environmental 

engineering firm to assess the 

energy and water saving in six 

mill facilities.  

Race to the 

Top 

GAP partnered with IDH-led Race to the 

Top in Vietnam, the company largest 

sourcing country, to work with other 

brands, government, civil society and 

organizations on programs that support 

sustainability 

  
   

India Water 

Partnership 

a partnership developed in 2017 

with cKinetics, 11 mills and 3 

denim laundries which are saving 

about 1.2 billion liters of water 

and reducing the emission of 

21,000 tons of carbon dioxide per 

year.  

Taiwan Mill 

Efficiency 

Program 

a mill efficiency program that started in 

2018 in Taiwan as an extension of the 

Clean by Design initiative in China, to 

assess four mills and implement actions 

to improve efficiency in 2019. 

  

Source: Adapted from GAP Inc. 2018 Global Sustainability Report, 2019. 

GAP is also actively monitoring water quality in its denim laundries for over 15 years 

through Water Quality Program (WQP) that it created, where all denim laundries from 

where the company sources have achieved its WQP standard (GAP Inc. 2018 Global 

Sustainability Report, 2019). 
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The retailer set a goal to eliminate the use of wood-derived fibers sourced from ancient and 

endangered forests by 2020. In 2018, 77% of fibers were sustainably sourced for natural 

fibers, synthetics and man-made cellulose, and the goal is to reach 100%. 

 

Graph  6: Percentage of products compliant with GAP Commitment 

 

 

 

 

 

 

 

Source: GAP Inc. 2018 Global Sustainability Report, 2019. 

 

Cotton is one of the most important fibers for GAP and the company has ambitious plans to 

use 100% of organic cotton across its brands. GAP joined BCI in 2016 and is the world’s 

third largest user of BCI cotton, with more than 40% of its cotton that was sourced in 2018 

coming from BCI. Synthetic fibers are also important to GAP because of their functionality 

in the garments, but such a fiber is derived from a non-renewable source and provide limited 

end-of-use choices. In this aspect, the company is experimenting the use of recycled 

polyester and recycled nylon and intends to slowly increase the use of these fibers. 

Regarding man-made cellulosic, GAP is strongly committed to eliminate the use of wood-

derived fibers from ancient and endangered forests and therefore support efforts to fight 

climate change and to protect the environment and the biodiversity. The company partners 

with CanopyStyle to ensure that its suppliers follow the requirements for conservation of 

these endangered forests (GAP Inc. 2018 Global Sustainability Report, 2019). 

 

 

 

Reduction 

GAP aims to eliminate the discharge of harmful chemicals within their supply chain to 

reduce the environmental impact, and at the same time, help improve access to clean water 

in the communities where its stakeholders in factories and mill plants operate, and this is 

how the company approaches chemicals management using three key components: 



   

 

 

 

 

116 

 

Table 27: GAP Approach to Chemical Management  

 

 Source: Adapted from GAP Inc. 2018 Global Sustainability Report, 2019 

 

Regarding waste, the company has a goal do divert more than 30 million pounds of 

materials per year from landfills in North America and is working on innovation to optimize 

packaging and reduce volume. The objective was to reach 80% of waste diversion until 2020 

in the USA (GAP Inc. 2018 Global Sustainability Report, 2019). 

 

Design 

GAP recognizes that in order to create truly sustainable fashion, it must tackle the problem 

of raw materials sourcing and end-of-life garments, and make sure that this waste is 

therefore transformed in input for new products and that they won’t end up in landfills or be 

incinerated. 

 

The retailer collaborates with other leaders in the circular economy, including its main 

partner, the Ellen MacArthur Foundation, in an initiative named “Make Fashion Circular”, a 

global movement born during the Copenhagen Fashion Summit in 2017 with the title 

“Circular Fibers Initiative”, that one year later became “Make Fashion Circular”, bringing 

brands, cities, NGOs and other institutions together to create a collaborative and innovative 

force to align the industry with the principles of the circular economy (Ellen MacArthur 

Foundation, 2017). 

 

GAP has made a three-year commitment to focus in safe and inputs, sustainable fibers and 

recycling of disposed garments. The company have set three main commitments to be 

achieved by 2020, which are: 
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• To train cross-functional teams on circular design techniques and best practices; 

• To help increase the collection of discarded clothing; 

• To identify promising recycling technologies for post-consumer material and scale it. 

 

Consumption 

GAP recognizes that the use phase of the garments is responsible for shedding microfibers 

and micro plastics into the environment, and that most of the damage is done on the washing 

and drying of the clothes. The company informs in their sustainability report that research 

has shown that consumers can reduce the impact of garment washing by: 1) reducing the 

frequency in which these pieces are washed; 2) following directions written on the clothing 

tag; 3) reducing the use of fabric softener; and 4) purchasing washing machine filters that 

can capture these fibers. Apart from having this information on the report, the company does 

not share any initiative that it has taken to create more awareness to its customers about 

caring for their clothes. 

 

Reverse Logistic 

GAP launched a textile-collection effort in 2019 that encourages customers to bring their 

unwanted garments to selected stores for recycling, to turn old clothes into new ones. 

 

Recovery 

There is no mention of actions aimed at recovery and restoration the environment in the 

analyzed documentation. 

 

Recycle 

The recycling element of GAP was not largely communicated by the company in their 

documentation. What is said is that as waste most take place in stores; it is in the hands of 

landlords to promote a better waste management and collect more recycling. Very little was 

said about collecting discarded garments, which is available in a few stores, and not much is 

sad about recycling of textiles.   

 

To conclude the session on GAP, the table below was elaborated to summarize the goals and 

progress detail of GAP regarding the elements discoursed in this session: 
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Table 28: GAP Goals and Progress Details: 

 

 
CATEGORY GOAL TARGET 

YEAR 
DETAILS 

E
n

v
ir

o
n

m
en

t 

Water 

Stewardship 
Save 10 billion liters of water in 

manufacturing, from a 2014 baseline 
2020 

Gap Inc. suppliers have saved over 5.7 billion liters of 

water through 2018, from a 2014 baseline 

Chemicals 

Management 
Work towards zero discharge of 

hazardous chemicals in company 

supply chain 

2020 

Strategic facilities must comply with the ZDHC 

Manufacturing Restricted Substances List (MRSL) and 

verify through wastewater testing 

Energy Reduce GHG emissions by 50% in 

company's own facilities globally, 

from a 2015 baseline. 

2020 
18% reduction in emissions in 2018, from a 2015 

baseline; signed a 3.5MW PPA and a 7.5MW VPPA 

Waste Divert 80% of waste from landfill 

across its USA facilities 
2020 47% of waste was diverted from landfill in 2018 

P
ro

d
u

ct
 S

u
st

a
in

a
b

il
it

y
 

Raw 

Materials Eliminate the use of wood-derived 

fibers sourced from ancient and 

endangered forests 

2020 

Verified that 77% of cellulosic fiber volume is 

compliance with our commitment; work is underway to 

verify the remainder 

Source 100% of cotton from more 

sustainable sources. 
2021 

53% of cotton was from more sustainable sources in 

2018 

Make 75% of qualifying products 

using Washwell (a smart denim wash 

program that reduces water use in 

20%) water-saving techniques. 

2021 
22% of denim was made using Washwell™ water-

saving techniques in 2018 

 

    

  

On Track 
  

  

Progressing 
  

  

Needs Attention 
  

 

Source: Adapted from GAP Inc. 2018 Global Sustainability Report, 2019. 

 

 

 

 

C - Company 3 – H&M 

H&M is a Swedish fashion retailer launched in 1947 in Sweden, currently with stores spread 

worldwide. For the purpose of this study, the most recent document made available by the 

company, H&M Group Sustainability Performance Report 2019 was used. 

 

H&M values reflect the essence of the company (hmgroup.com): 
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• We are one team 

• We believe in people 

• Entrepreneurial spirit 

• Constant improvement 

• Cost-conscious 

• Straightforward and open-minded 

• Keep it simple 

 

The retailer’s value chain is illustrated as follows: 

 

Figure 9: H&M Group Value Chain 

 

 

 

Source: H&M Group Sustainability Performance Report 2019, 2020. 

 

The company has a clear vision of what is crucial for the business and understands its level 

of impact in each of these areas: 

 

Table 29: H&M Levels of Impact 

 

  H&M Influence Climate Impact Water Impact Social Impact 
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Design High Medium Low Low 

Raw materials Medium Medium High High 

Fabric and yarn production Medium High High High 

Product Manufacturing Medium High High High 

Transport Medium Low Low Medium 

Sales High Low Low High 

Use Low Medium Medium Low 

 

Source: Adapted from H&M Group Sustainability Performance Report 2019, 2020. 

 

 

Efficiency 

H&M has a very ambitious plan to become climate positive by the year 2040, and to achieve 

this goal, the company has developed a strategic plan with the following objectives: 

 

Graph  7: Climate positive value chain: 

 

 

Source: H&M Group Sustainability Performance Report 2019, 2020. 

 

The four priorities in the H&M climate positive value chain are described in Table 30: 

 

Table 30: The four priorities for H&M value chain 

 

1 - Energy Efficiency 2 - Renewable Energy 3 - Circularity 
4 - Technological and 

Natural Carbon 
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Stores: reducing store 

electricity use 

Operations: aiming to 

source 100% renewable 

electricity, raising the bar on 

how and what to buy 

Rethinking how products 

are made, used and reused;  

Natural Carbon sinks: 

preserving and utilizing 

existing nature-based 

mechanisms to absorb GHG 

and investing in sustainable 

agriculture 

Transport and Distribution 

Centers: optimizing routes 

and explore options for 

energy efficient vehicles 

Transport: exploring 

options for alternative fuel 

and battery electric vehicles 

Developing new ways to 

repair, repurpose and recycle; 

Suppliers: enrolling 

suppliers in energy efficiency 

programs to reduce GHG 

emissions per product 

Suppliers: increasing the 

share of renewable energy 

sourced by its supply chain  

Partnering with 

organizations and policy 

makers to create legislation 

that enables circular fashion 

industry 

Technological Carbon 

Sinks: exploring and 

developing technological 

innovations to absorb GHG 

and turn them into new 

materials. 

 

Source: Adapted from H&M Group Sustainability Performance Report 2019, 2020. 

 

Water is a key element for the textile industry and H&M recognizes the importance to use 

water in a more efficient way. For this, the company has developed strategies that are 

measures with the following tools: 

• Water roadmap 2018-2022 – describing goals and actions regarding water quantity, 

quality and circularity, working collectively with the company’s suppliers. 

• Risk assessment – using a water risk filter developed by WWF to assess the full 

impact of water in the company’s value chain. 

• Deployment of new recycling solutions – analyzing possibilities to introduce new 

solutions for water recycling. 

• Collaboration – working with industry groups to accelerate progress in water use 

and discharge of wastewater. 

 

H&M joined Better Cotton Initiative (BCI) in 2010 and the company is very close to 

achieving the goal of sourcing 100% of cotton from organic, sustainable and recycled 

sources by 2020 – in 2019, it reached 97%. The retailer is a founding member of the Organic 

Cotton Accelerator and works to further strengthen the relationship with stakeholders to 

provide integrity of organic cotton. 

 

Wool if another important fiber in the making of H&M garments, but its production is very 

unsustainable, and it is usually related to unethical practices. The company is investigating 
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innovative alternatives to virgin cashmere and increasing the amount of recycled cashmere 

in their collections. The same precautions are being taken in relation to leather, another fiber 

present in some of H&M’s garments. 

 

Reduction 

With the objective of achieving positive climate change by 2040, the retailer is tackling 

carbon emissions following the foundations of a circular approach, as well as cutting back 

energy use and using more renewable energy and exploring natural carbon sinks throughout 

the value chain. H&M and other leading companies in the textile and fashion industry have 

come together and signed the Fashion Pact – a global coalition of companies and their 

stakeholders committed to environmental goals of stopping the climate change, restoring 

biodiversity and protecting the oceans (The Fashion Pact, 2019) – which was presented to 

the heads of the states in the G7 meeting in France, in 2019 (H&M Group Sustainability 

Performance Report 2019, 2020). 

 

The retailer has also collaborated with the Ellen MacArthur Foundation and the Stockholm 

Resilience Centre – a reference point for research on global sustainability –, in a research 

that brought together the principles of the circular economy and the planetary boundaries. 

The timeframe to conclude this project is in 2020 (H&M Group Sustainability Performance 

Report 2019, 2020). 

 

To minimize waste, the company is focusing on four key areas: 

• Operational waste – aiming to reuse and recycle waste generated in their offices, 

stores and distribution centers and offer effective waste management and recycling 

facilities. 

• Production waste – developing a strategy to help suppliers better manage their waste, 

focusing on reduction, reuse and recycling. 

• Faulty products – the company prohibits the destruction of any product that could be 

sold, used or recycled. If products cannot be sold, they are sent to charities or sent to 

recycling, never ending up in landfills. 

• Overstock – using artificial intelligence tools, H&M is able to predict demand with 

accuracy, and what is left in the stock is sold for a lower price. A pilot project named 
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“Afound” was designed to avoid production of waste, creating a collection of items 

made from leftovers materials and components that are then sold as new products.  

 

In 2019, through the sourcing of BCI cotton, H&M was able to save 32.7 billion gallons of 

water, avoided the use of 80,000 kilos of pesticides. The company’s chemical management 

roadmap aims for zero discharge, 100% traceability and 100% toxic free fashion by 2020 

(H&M Group Sustainability Performance Report 2019, 2020). 

 

Design 

Each of H&M’s brand has a team of designers responsible for creating the collections. The 

company is working strongly to develop design standards that follow the principles of the 

circular approach, with the use of artificial intelligence, data analysis programs and 3D 

visualization – a tool that accelerate design process and reduce the need for physical 

samples. The retailer is committed to ensure quality and durability for its products, aiming to 

maximize product life. (H&M Group Sustainability Performance Report 2019, 2020).  

 

H&M joined the initiative Jeans Redesign which is a set of guidelines published by the Ellen 

MacArthur Foundation to tackle waste, pollution and the use of harmful chemicals in the 

production of jeans, this initiative is also a part of the movement Make Fashion Circular, 

also leaded by the EMF. The guidelines provide minimum requirements about durability, 

material health, recyclability and traceability (H&M Group Sustainability Performance 

Report 2019, 2020; Ellen MacArthur Foundation, 2019). 

 

Another initiative on product design adopted by Weekday – one of the H&M brands – is the 

creation of custom-made jeans on demand with the use of emerging technology to help 

customers regarding size and fit. This project is being developed by H&M Group’s 

innovation hub called The Laboratory. (H&M Group Sustainability Performance Report 

2019, 2020). 

 

Consumption 

To help customers use their garments more sustainably, H&M has provided them with as 

much information as possible about how to take care of their clothes, using Clevercare labels 

– developed by company Ginetex to provide instructions to help customers take better care 
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of their garments and therefore extend the products life. These labels encourage customers to 

wash their clothes at lower temperatures and line-dry, avoiding tumble drying the garments 

(H&M Group Sustainability Performance Report 2019, 2020). 

 

In 2019, H&M launched an online page named Take Care to give tips to customers on how 

to repair, remake and refresh their clothes to make them last longer. In Sweden, the retailer 

partnered with a local organization to provide sewing services to its customers. The demand 

for repair and remake services was greater than the company expected, and it decided to 

increase its communication to spread the benefits of using Take Care and other services that 

the company provides. H&M also tested several initiatives to encourage customers to choose 

only products that they will want to keep for longer (H&M Group Sustainability 

Performance Report 2019, 2020). 

 

Reverse Logistic 

In a partnership with I:CO – acronym for I: Collect, a company that collects garments in 

partners’ location around the world, also responsible for sorting out, reusing or recycling 

these clothes. Across all H&M brands, the retailer collected 29,005 tons of garments in 2019 

- an increase of 40% in comparison with the previous year – and is reaching the target of 

25,000 tons of garments collected per year. Such garments were then assorted to be either 

reused or recycled – with an exception of 3-7% that cannot be reused or recycled and are 

then incinerated, using energy recovery whenever possible. The collected clothes never end 

up in landfills. 

 

Recovery 

The retailer developed a biodiversity strategy to define the steps it needs to take to reduce 

the impact on ecosystems and contribute to its resilience and health. To achieve this goal, 

H&M has partnered with WWF and Business for Nature seeking guidance related to 

protection and restoration of ecosystems. 

 

Recycle 

H&M invests in solutions for scalable textile-to-textile recycling materials in its products. In 

2019 the brand ran a pilot project in partnership with a fiber company which resulted in the 
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first proof of concept of a sustainable fiber made from recycled cotton textiles, and the 

company is now looking for scaling this initiative. 

 

Summarizing the actions of H&M, the table below shows key circular and climate positive 

data: 

 

Table 31: Key Circular and Climate Positive Data 

 

  Key Data 2016 2017 2018 2019 2022 

C
li

m
a
te

 

Total CO2 emissions, including renewables (tons) 80,541 63,69 56,978 61,462 - 

Energy use within own operations (gigajoules) 5,219,718 5,893,266 6,186,278 6,229,012 - 

Electricity use reduction per square meter and opening 

hour (2016 baseline, in comparable stores) 
n/a -2.7% -8.2% -10.1% - 

CO2 emissions (km) from transport and business travel 374 414 587 500 - 

Suppliers enrolled in energy efficiency programs - - - 671 - 

Renewable electricity in own operations 96% 95% 96% 96% - 

W
a
te

r 

Reduction of production water usage compared to 2017 

baseline 
- - - 7% 25% 

EFT* functionality assessments achieving green grade - - 93% 91% 100% 

EFT* discharge water quality ZDHC wastewater 

compliant 
- - 87% 93% 100% 

Water recycled out of total production water 

consumption 
- -   13% 15% 

*Effluent Treatment Plant      
 

Source: Adapted from H&M Group Sustainability Performance Report 2019, 2020. 

 

 

 

 

 

 

 

D - Company 4 – Hering 

Hering is a textile retailer of Brazilian origin and with business established only in Brazil 

and abroad. The company claims that is has a soul, it sees life in a lighter, humane and 

uncomplicated way. The latest report published by the company is the Relatório/19 

Sustentabilidade Cia. Hering, published in 2020 by Hering’s foundation, Cia. Hering. 
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Efficiency 

The company communicates in its sustainability report that in its agenda for sustainability, 

eco-efficiency is a very relevant aspect for the company’s results and longevity. Hering is 

always looking for ways to reduce and eliminate negative impacts related to the fashion 

chain, such as the water pollution and waste, such as the reuse of effluents, reducing the 

demand for new sources of fuel to heat water. In addition, 89% of energy used by the retailer 

is renewable and considered clean sources (Relatório/19 Sustentabilidade Cia. Hering, 

2020). 

 

As the majority of the processes at Hering take place in their industrial plant in Itororó, in 

Blumenau – Santa Catarina, the plant is where the most of water consumption takes place – 

88% of the total water consumption – the majority of the environmental actions from Hering 

are focused on this plant, with an automated Effluents Treatment Station that in 2018 was 

modernized and is now in line with the concepts of Industry 4.0, which uses technology to 

merge the digital, physical and biological worlds to create solutions (Ministério da Indústria, 

Comércio e Serviços), guaranteeing a lower use of chemicals, more efficiency and better 

quality of the effluents that are deposited back in the river . Both this plant and a second 

plant in São Luis de Montes Belos, Goiás, are the only industrial sites that generate 

effluents, and these effluents go through a treatment process. In the other plants, the sewage 

is treated by companies that are responsible for the process locally, and in regions that there 

are not such companies, Hering uses filters and pits (Relatório/19 Sustentabilidade Cia. 

Hering, 2020). 

 

Hering plans to expand the concepts of Industry 4.0 in its operations to have a more agile 

response to customer demands, producing on a more sustainable way and with more 

assertiveness. The company also had a success case with the project lean manufacturing to 

increase quality, speed in delivery and to cut costs. With the positive results, the retailer 

plans to expand this process to its next cycle, in addition to the application of data driven 

strategies (Relatório/19 Sustentabilidade Cia. Hering, 2020). 

Reduction 

In 2019, Hering developed several initiatives to reduce environmental impact during the 

production cycle, as well as reducing the use of chemicals, water consumption, and waste, 
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investing more in the circularity of its products (Relatório/19 Sustentabilidade Cia. Hering, 

2020). 

 

The company developed the color “Cor NKU” that does not require any dyeing and reduces 

in 40% the water use for its production. In this process, the raw mesh is treated with 

products with low environmental impact, such as a fabric softener made from rice shells and 

without harmful substances. In one of the production plants located in Itororó, the company 

developed a new process for soaping that saves more energy, reducing the soaping time in 

21%, with 37% decrease in the temperatures and 56% reduction in water consumption.  

 

In the preparation process that precedes the dyeing of the materials, an improvement was 

made reducing some steps along the way, where it was possible to reduce the water 

consumption in 56% as well. In the dyeing process, Hering invested in new the purchase of 

five new machinery (2 more to be purchased in 2020) that saved 40% more water, reducing 

the chemicals use in 50% and the dyeing process in about 25%. The color sorting process 

was automated and, guaranteeing a assertiveness in the color selection and reducing waste, 

as well as better protecting the workers that no longer need to do it manually and be exposed 

to these chemicals (Relatório/19 Sustentabilidade Cia. Hering, 2020). 

 

After a thorough analysis, the company updated the recipes in the preparation of dies, 

another manual process, reducing the waste in 5%. With investments also on improvements 

of dyeing storage to guarantee durability of the dyes and the reduction of residues. In 

addition, the solvents used in the production started being separated from the effluents with 

a more appropriate destination, where they can be used again, mixed with new solvents and 

decreasing the demand for more chemicals (Relatório/19 Sustentabilidade Cia. Hering, 

2020). 

 

Hering reduced the waste of plastic and cardboard and created standards for packaging from 

its suppliers, enabling the multiple use of these boxes inside the distribution center, 

extending their life cycle. Another change was the change in how they packed the items, 

removing the cardboard reinforcement, saving 400 tons of cardboard residue per year 

(Relatório/19 Sustentabilidade Cia. Hering, 2020). 
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Design 

Hering has a very competent team of designers responsible for the creation of new products 

using scraps of garments of past seasons, and these new products are sold on the outlet 

stores. Other inputs that are more sustainable, such as organic mesh, recycled mesh and 

polyester made out of plastic bottles, are also in the collection. In 2019, the retailers 

launched more sustainable jeans, made from organic cotton and with less water and less 

chemicals during the dyeing process. The color NKU, available in one of Hering brands, has 

a reduction of 40% in water consumption (Relatório/19 Sustentabilidade Cia. Hering, 2020). 

 

For three decades, Hering has a t-shirt line named Body Size, where the fabric is cut exactly 

the size that the t-shirt must be, avoiding the lateral seam that connects the front and the 

back of the t-shirt, which generates 33% less waste in the fabric when compared with the 

process for a traditional t-shirt (Relatório/19 Sustentabilidade Cia. Hering, 2020). 

 

Consumption 

The report published from Hering does not bring information about how the brand connects 

with its customers and promote awareness about sustainable consumption. However, 

internal actions of environmental awareness focused on employers are conducted in specific 

dates during the year.  

 

Reverse Logistic 

In 2019, Hering partnered with EuReciclo – institution that certificates the reverse logistic of 

packaging post-consumption via environmental compensation, which promotes investment 

in cooperatives to improve the process and increase the amount of recycling of waste in 

Brazil (Relatório/19 Sustentabilidade Cia. Hering, 2020). 

 

Recovery 

No specific information about the recovery or restoration of the environment was mentioned 

in the report. 

 

Recycle 

In 2019, Hering strengthened recycling practices by reintegrating scraps and fabric to create 

new products, selling these as input to local partners and supporting local entrepreneurs. The 
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company also readjusted the destination of garments already used, with defects or returned 

to store, to prolong their life cycle and guarantee their circularity. Hering also has a contract 

with another retailer which consist on this partner receiving these garments with defect, 

repairing and selling them in their stores. In 2019, 38,9 tons of fabric were converted to new 

products. In addition, the company donates clothes to institutions that offer courses related 

to fashion and NGOs that work on the inclusion of disabled people, donating about 28,5 

thousand pieces in 2019 (Relatório/19 Sustentabilidade Cia. Hering, 2020). 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

E - Company 5 – Inditex 

Inditex is a large fashion retailer that has eight retail formats: Zara & Zara Home, 

Pull&Bear, Massimo Dutti, Bershka, Stradivarius, Oysho and Uterqüe. Inditex business 

model follows the concept of fast fashion, responding fast to the demands of customers. The 

information collected about Inditex was available in the most updated reports published by 
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the company: Inditex Annual Report 2018 and Inditex First-half 2019 Results, both 

published in 2019. The retailer has developed its strategy following the guidance of the 

Development Sustainable Goals set by the Agenda 2030, proposed by the United Nations in 

2016 (United Nations Paris Agreement, 2016). 

 

Figure 10: Alignment of Inditex Strategy based on the 17 DSG of Agenda 2030 – UN  

 

 

Source: Inditex Annual Report 2018, 2019. 

Inditex created its own strategy map to align the company’s actions with each of the 17 

Sustainable Development Goals, confirming its commitment to sustainable development. 

 

Efficiency 



   

 

 

 

 

131 

The retailer developed a code called “Green to Wear 2.0”, also known as “GTW 2.0”. It 

aims to collect all requirements related to environmental and product health issues. The code 

must be followed by Inditex direct suppliers and also the external supply partners. To help 

follow the code, the company created a chemical management strategy which includes “The 

List by Inditex”, a program linked to the GTW 2.0 code that helps the company comply with 

its requirements. The industry-led program analyses and classifies more than 27 thousand 

chemicals used in manufacturing, which help improve environmental safety of the garments 

and processes, to create a cleaner fashion industry. In this list, chemicals are classified in 

three different groups: Group A, chemicals that can be without restriction; Group B, 

chemicals that could possibly lead to a non-compliance with the code “Clean to Wear” and 

therefore an analysis of the first production lot must be conducted; and Group C, composed 

of chemicals that are not to be used in any Inditex production (The List by Inditex). Table 31 

details the main standards created by Inditex with the partnership of knowledgeable 

organizations in relation to textile products: 

 

Table 32: Inditex Standards for product safely and health in garments 

 

Green to Wear 2.0 
 

Safe to Wear 
 

Clear to Wear 

Sustainability standards for wet 

process mills, differentiated by:  

 

A: best in class 

B: good performance 

C: poor performance 

D: very poor performance 

 

Suppliers with grade A and B 

may also aim for the Plus + 

category (A+ or B+) if they 

implement the best GTW 

technologies in their processes. 

 
Product safety standards that 

regulates product features that 

represent hazardous for safety; 

sets requirements for 

parameters not contemplated 

by the legislation but are 

considered to be best practices; 

and includes the General 

Product Safety Directive as the 

EU regulation compliance for 

all Inditex suppliers. 

 
Product health standard that has 

been developed by Inditex in 

compliance with the legislation 

on product health, that 

regulates parameters and 

substances that are limited by 

law, ensuring that the products 

made with these substances do 

not cause any healthy issues in 

its customers. 

 

Source: Adapted from Inditex Annual Report 2018, 2019. 

 

To be awarded the Join Life label - a label for the products with the most sustainable raw 

materials or products made more efficiently with the help of technology -, garments must be 

produced with the most sustainable raw materials and also follow specific requirements: 

products manufactured by external suppliers must obtain grades A or B in social audits; 

products that had their main components passing wet processes in factories that are rated 
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grades A or B; and raw materials or product technologies that were awarded for their 

environmental excellence (Inditex Annual Report 2018, 2019). To be awarded this 

excellence, the raw material must have one of the following environmental attributes: 

 

Figure 11: Environmental Attributes of Raw Materials for Join Life Label 

 

 

 

 

 

 

 

Source: Adapted from Inditex Annual Report 2018, 2019. 

 

The company continued to increase the use of sustainable raw materials through the Join 

Life label. In 2018, all brands under the Inditex Group incorporated Join Life garments into 

their collections, reaching 136 million items sold in 2018, an increase of 85% compared to 

the previous year (Inditex Annual Report 2018, 2019). In the first half of 2019, Inditex 

already sold the same number of items sold during the previous year (Inditex 2019 First Half 

Results, 2019). 

 

Inditex invested more than 96 million euros in research and development initiatives to create 

more garments using sustainable fibers, for new product treatments and finishing, to increase 

technical performance and to improve the processes for washing and dyeing. Inditex also 

promotes the use of more sustainable raw materials, such as organic cotton, TENCELTM, 

Lyocell, REFIBRATM (a fiber made out of leftover cotton from the cutting processes to 

product the clothes and wood from sustainable forests and controlled sources) and recycled 

polyester, polyamide, cotton and wool materials. In 2019, the company added the use of 

some new raw materials such as organic linen and more sustainable viscose (Inditex Annual 

Report 2018, 2019). 

 

The company commitment to the use of the most sustainable raw materials has helped 

achieve the following results in 2018: 
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Table 33: Growth in Number of Garments made our of more Sustainable Raw Material 

 

 

Source: Adapted from Inditex Annual Report 2018, 2019. 

 

Table 33 shows an increase of almost 300% in the number of garments made from recycled 

materials, and over 75% of growth in the number of garments made from organic cotton in 

2018, which the company considers a significant improvement in comparison to the 

previous year. Recycled fabrics are more sustainable because they require less use of water, 

energy, chemicals and natural resources when compared with new fabrics. 

 

Another area where efficiency is being present is in the energy consumption in logistic 

centers, company factories and offices. In 2018, 44.1% of Inditex’s global energy 

consumption came from renewable sources. Although the company experienced an increase 

of more than 200,000 square meters in its facilities, it was still able to reduce the energy 

consumption by 2,55% in 2018, comparing to the previous year. More energy was saved 

with the replacement of air-conditioning equipment and the use of eco-efficient measures 

implemented in stores. In logistics, an optimization of packaging helped decrease the 

emissions associated with transport.  

 

 

 

Reduction 

Inditex committed to achieve Zero Discharge of Hazardous Chemicals by 2020, also called 

the ZDHC Programme, which is an initiative promoted by Greenpeace. Inditex was 

recognized by Greenpeace as the leader in the shift to ZDHC in 2018 and the retailer is 

aiming to also comply with the organization’s vision for Clean Factory, working closely 
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with its supply chain and the chemical industry that manufactures dyes, pigments and other 

chemicals for garment production (Inditex Annual Report 2018, 2019). 

 

In China, Inditex collaborates with the Chinese Institute of Public Environment Affairs to 

improve the management of is supply chain in the region, by helping them analyze and share 

the performance of textile factories with data regarding the environment, wastewater and 

GHG emissions (Inditex Annual Report 2018, 2019). 

 

Although Inditex has many initiatives to reduce its waste, it is possible to see that the 

company continue to increase its waste, considering that it is expanding its business and 

logistics capacity, however, the waste in textile materials have been decreasing from 2015 to 

2018, as illustrated in graph 8: 

 

Graph  8: Absolute data (kg) of annual generation of urban or similar waste 

 

 

Source: Inditex Sustainability in Figures, 2019. 

Other initiatives taken by Inditex to reduce the waste and emissions it creates are 

summarized in table 34: 

 

Table 34: Inditex’s Initiatives to Reduce Emission and Waste 
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In 2018, 88% of Inditex's waste 

has been sent for reuse and 

recycling 

Commitment that by 2025 no 

waste produced by Inditex will 

end up in landfills 

In 2018, 120 million hangers 

were reused and 1,201 

million alarms were 

recirculated 

  

In 2019, Zara approved the 

elimination of plastic bags, and 

the other brands under Inditex 

have committed to introduce 

70% or recycled materials into 

their plastic bags 

Improve the classification of 

waste in Inditex's facilities to 

ensure correct sorting and 

compaction of these materials 

to reduce GHG emissions 

associated with their transport 

All cardboard boxes at Zara 

Online are 100% recycled 

and the protective outer bag 

has been eliminated 

Improvement on the density of 

its shipments, saving costs 

associated with transport and 

reducing CO2 emissions 

Materials generated in logistics 

centers and factories are 

channeled through a sorting 

system and then collected and 

treated by legally authorized 

operations that will recycle or 

recover these materials 

Goal to improve the quality 

of cardboard boxes to assure 

better traceability and 

increase the useful life of 

these boxes, which can be 

used up to five times before 

being sent to recycling 

  

 

Source: Adapted from Inditex Annual Report 2018, 2019. 

 

Design 

To move towards a circular economy, Inditex has developed three environmental strategies: 

Energy, Water and Biodiversity. To achieve environmental excellence, the company is 

aware that a comprehensive improvement in the materials used for the production of its 

garments is necessary. Transform waste into input for new products is a way of keeping the 

resources in the loop, avoiding such waste to end up in landfills or simply incinerated. 

Inditex wants to achieve this circularity of its products by creating eco-design techniques 

that allow for the extension of the life of products and materials to maximize their 

recyclability (Inditex Annual Report 2018, 2019). 

 

Inditex has worked to improve specific quality parameters of its garments, one being color 

fastness. To comply with this premise, however, the retailer needed to invest in alternative 

technologies for specific processes during production, which has been done and proved 

beneficial, as the company now offers garments with higher quality and, therefore, more 

durability (Inditex Annual Report 2018, 2019). 

 

Aiming to incorporate the most sustainable actions into the business, Inditex sold 103 

million organic cotton garments in 2018, an increase of 75% in comparison with the year 
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before. The company also report its initiative with the Universitat Politècnica de Catalunya 

to carry out a study on the micro-plastics coming from clothes washing waste that end up in 

the marine ecosystem. The research aims to minimize the detachment of these particles from 

clothing, preventing them from being disposed into the sea during the usage phase of the 

garments (Inditex Annual Report 2018, 2019). 

 

Consumption 

Although the official documents published by Inditex have a long session on their 

relationship with their customers in what regards to attending the demands rapidly and 

efficiently, the company does not communicate any action contributing to customer 

awareness regarding conscious consumption or how to help its customers take better care of 

their clothes, or purchase more consciously. 

  

Reverse Logistic 

Inditex has implemented a program named “Closing the Loop” which has three main pillars: 

Collect, Reuse and Recycle. The objective of this program is to extend the useful life of 

textile products by encouraging their reuse and recycling. The program is currently being 

implemented in Inditex’s headquarters, logistic centers and in a large number of stores 

around the world, with collection containers present in 1,382 Inditex stores to collect used 

clothes and other accessories, and the company plans to extend this initiative to other 

markets. With Closing the Loop program, the company collected 684 tons of clothing, 

footwear and accessories in their stores since 2015 (Inditex Annual Report 2018, 2019). 

 

The collected garments are donated to non-profit organizations with the help of ONGs such 

as Salvation Army, Red Cross, Caritas, and these organizations sort the items out and 

organize the logistics for donation, repair or recycling. And for the items that cannot be 

repair and reused, Inditex has joined forces with universities and other companies to 

promote sustainable innovation in new materials and technologies that allows for these 

garments to be recycled at the end of their life (Inditex Annual Report 2018, 2019). 

 

Recovery 

The textile sector relies heavily on forests. From wood used in furniture, plant-based fibers 

or cardboard and paper used in the stores. Improving forests is a responsibility of the 
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industry and Inditex works closely with partners to do its part. In 2007, the retailer started 

working with the Regional Government of Galicia and the Forestry Research Centre of 

Lourizán with the objective to improve the main species in Galicia forests by genetic 

alterations. In 2015, Inditext created, in collaboration with the Galicia Forestry Association a 

hill called Pico Sacro, which will be used as a carbon sink and a forestry laboratory to 

provide information and transfer knowledge about the measure of CO2 absorption. The 

plantations of June 2018, it is expected that the trees will absorb 639.5 tons of CO2 in thirty 

years (Inditex Annual Report 2018, 2019). 

 

Recycle 

Inditex has been working for many years with companies that are specialized in recycling of 

cotton and polyester, either by conventional or mechanical recycling processes. In textile 

productions, waste is classified by color and type so they can be shredded down to later 

become input for new garments. Join Life items are manufactured with these materials. The 

retailer also collaborates with the Austrian company Lenzing to convert textile waste into a 

new material called RefibraTM Lyocell that can be reused in new items. In 2018, Inditex 

launched a campaign called “Garments with a past” with Zara – one of its brands – to offer a 

collection based on the principles of the circular economy, made out of recycled polyester 

and cotton obtained from the company own cutting waste. By 2020, Inditex’s investment in 

technology for textile recycling will have reached 3,5 million dollars, in honor to its 

commitment to the Global Fashion Agenda (Inditex Annual Report 2018, 2019). 

 

 

 

F - Company 6 – Levi Strauss 

Levi Strauss is one of the oldest retailers studied in this research, with over 150 years, the 

company pioneered in creating one of the most iconic items in people’s wardrobe: the jeans. 

The jeans pants were created by Levi Strauss founder as a garment made to withstand 

rougher conditions (www.levisstrauss.com). 

 

http://www.levisstrauss.com/
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The main document used to analyze the actions of the company towards the circular 

economy principles is the most recent annual report, named “Shaping the Future Levi 

Strauss & Co. 2018 Annual Report” published in 2019. 

 

The company main business strategies are: 

 

• Drive the profitable core: keeping the business healthy and growing; 

 

• Expand for more: expending beyond its business core into other independent 

categories, markets and brands; 

 

• Strengthen position as a leading Omni-channel retailer: focusing on growing its 

direct-to-customer channel to better control its brands and connect with customers 

around the world; 

 

• Enhance operational excellence: seeking out operational improvements to leverage 

the company scale to unlock efficiency and enable it to respond quickly to changing 

market dynamics (Shaping the Future Levi Strauss & Co. 2018 Annual Report, 

2019). 

 

Efficiency 

2018 was the year of breakthrough for Levi Strauss as the company launched the Project 

F.L.X. – Future Lead Execution – which revolutionized the finishing of jeans with the use of 

an end-to-end digital platform that transformed the way jeans are designed, made and sold. 

Figure 12 illustrates the difference of how jeans were finished for about 150 years and now 

they are finished now, with this technology developed by Levi Strauss. 

 

 

Figure 12: The Old Process versus the F.L.X. process: 
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Source: Shaping the Future Levi Strauss & Co. 2018 Annual Report, 2019. 

 

The disruptive F.L.X. project uses technology that allows the company to create and sell 

new products without the need to create samples, which shortens the lead times between 

designing and delivering the garments to the stores. This new process allows the company to 

better manage their inventory without the need to overstock, it uses less manual labor and 

uses much less chemicals than the traditional finishing processes (Shaping the Future Levi 

Strauss & Co. 2018 Annual Report, 2019). 

 

To address its most significant contributor to water footprint – materials, and cotton being 

the most salient –, the company joined the Better Cotton Initiative in 2010 and was one of 

the first fashion retail companies to move in this direction. Levi Strauss almost doubled its 

use of organic cotton through BCI from 34% in 2017 to 67% in 2018, and the goal is to use 

75% of BCI cotton by 2019 and reach 100% in 2020 (Levi Strauss & Co. 2025 Water 

Action Strategy, 2019). 

 

Reduction 

The main fabrics in the company’s production include cotton, blends, synthetics and wool. 

The retailer uses numerous independent contract manufactures located in many different 

regions of the world and conducts ongoing assessments with its suppliers to assure that they 

comply with Levi Strauss code of conduct related to working conditions and environmental, 
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employment and sourcing practices. Such evaluation and control is important for the 

company as it depends of third-party contractors for manufacture of products (Shaping the 

Future Levi Strauss & Co. 2018 Annual Report, 2019). 

 

Levi Strauss was one of the first companies to issue a list of restricted substances back when 

environmental issues were not in evidence as they are nowadays. In 2012 the company 

joined the Joint Roadmap Toward Zero Discharge of Hazardous Chemicals – ZDHC – and 

is now partnering with other apparel brands including H&M and C&A to adopt a single 

standard for chemical management, with the assistance of ZDHC Foundation to create a 

holistic approach for issues related to hazardous chemicals to drive innovation across the 

industry (Shaping the Future Levi Strauss & Co. 2018 Annual Report, 2019). 

 

The company joined the initiative “We Are Still In”, a coalition of North American 

businesses, states, cities, universities, tribes, healthcare organizations and religious groups to 

oppose the United States of America withdrawal from the Paris Agreement. The Paris 

agreement sets sustainable goals through the Agenda 2030, in response to climate change. 

After joining the coalition, Levi Strauss launched a science-based Climate Action Strategy, 

committing to reducing the company’s carbon footprint in its facilities by 90% and across its 

supply chain by 40% until 2025 (Shaping the Future Levi Strauss & Co. 2018 Annual 

Report, 2019). 

 

Apart from complying with the many laws and regulations regarding climate change, Levi 

Strauss chose to take voluntary steps to mitigate its impact on climate change. As result of 

this decision, the company understands that it may experience increase in energy, 

production, transportation and raw material costs, as it moves to surpass the set goals related 

to environmental issues. On chemical management, in 2013, the retailer created a program 

entitled “Screened Chemistry, which keeps hazardous chemicals from entering its supply 

chain. The initiative landed the company to appear on Fortune’s “Change the World” list for 

two consecutive years and it is open-sourced, so other companies can use it as well. 

(Shaping the Future Levi Strauss & Co. 2018 Annual Report, 2019). Gap Inc. was one of the 

companies to use this approach and is now piloting its own version of the program (Levi 

Strauss & Co., 2019). 
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On water consumption, Levi Strauss launched in 2019 the “Water Action Strategy”, 

committing to reduce the amount of water it uses in manufacturing in highly stressed regions 

by 50% until 2025, using the year 2018 as baseline. To achieve this goal, the company 

revisited its Water<Less® approach to ensure that all its suppliers, which represent about 

80% of total product volume, become Water<Less® facilities until 2025 (Levi Strauss & 

Co.: A Closer Look at Our Water<Less® Approach, 2019). This new approach towards 

water consumption is illustrated in Figure 15. 

 

Figure 13: Water<Less® 2.0 approach 

 

 

 

Source: Levi Strauss & Co. 2025 Water Action Strategy, 2019. 

 

The 2025 Water Action Strategy aims to impact by setting contextual, facility-level targets 

to address local water stress, to promote watershed health and access to clean water ad to 

leverage collective action on water issues to enable broader progress. The company has a 

long history in water usage concerns, with its first action towards a better water management 

dated 1992 (Levi Strauss & Co. 2025 Water Action Strategy, 2019).  

Design 

Levi Strauss jeans are made to last. Since the creation of the first pair of jeans, the intention 

was to offer a product that would endure roughness and be worn for years on end. The 
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design concept from its beginning was as far away from the trends of fast fashion that is 

seen today, and the company keeps its strategy of slow fashion, making products to last and 

promoting ways to extend even more the lifecycle of the garments that are already durable. 

The company is aware that the production of jeans uses a vast amount of water and 

chemicals, which has a negative impact on the environment, but by investing in research and 

the development of new technologies, Levi Strauss is changing the game to jeans, producing 

it more sustainably and seeking to allow it to be recycled at the end of the usage phase (Levi 

Strauss &Co. Use and Reuse: Clothing that is built to last, with style that endures, 2019). 

 

Consumption 

According to Levi Strauss, one quarter of its product’s lifecycle impact occurs during the 

consumer usage. To help the consumers take better care of their garments and help preserve 

the environment while they do it, the company began to sew into every pair of its Levi’s ® 

jeans a “Care Tag for the Planet”, which carries a message on how consumers can reduce the 

amount of water they use when washing their garments. The tag has a very simple and “easy 

to follow” message: “Care for our planet: wash less, wash cold, line dry, donate and 

recycle”. 

 

Figure 14: Levi’s ® Water<Less Care Tag for the planet 

 

 

 

 

 

 

 

 

 

 

Source: Levi Strauss & Co. 2025 Water Action Strategy, 2019. 

 

The company owns two brands that are focused on value-conscious consumers: Signature by 

Levi Strauss & CoTM and Denizen®. The brands offer quality craftsmanship and great fit and 
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style, durable and for affordable prices. These brands’ products accounted for 7%, 6% and 

5% of the company total net sales in fiscal years of 2018, 2017 and 2016, respectively 

(Shaping the Future Levi Strauss & Co. 2018 Annual Report, 2019). 

 

Levi Strauss has a commitment to communicate and bring awareness to its customers 

regarding their part in caring for the planet, and strongly support the extension of the useful 

life it its garments. One of the actions on this matter was the installation of Levi’s® tailor 

shops in their owned-and-operated Levi’s® stores located all over the world, to offer to 

customers the services of repair and alteration to prolong the life and value of these 

products. 

 

In the company website, several articles about how to use, reuse and repurpose jeans are 

available for customers, in an article entitled “15 Ways to Reuse, Repurpose and Reimagine 

your Jeans” (Levi Strauss & Co., 2014) the retailers suggests several new uses for old jeans 

that would otherwise end up in the garbage. Some of the ideas are very practical and don’t 

require advanced techniques, which makes it easier for customers to repurpose their old 

jeans themselves. 

 

Reverse Logistic 

Levi Strauss incentives customers to deliver old garments and other accessories to their 

stores, and in partnership with the company I:CO, will help collect, reuse, recycle of donate 

the items (Levi Strauss & Co. To Infinity and Beyond: How We’re Embracing the Circular 

Economy, 2015). 

 

Recovery 

The retailer partnered with “The Pollination Project to search for new solution to 

environmental issues. The company makes yearly grants to youth-led projects that create 

local solutions to global problems. Some of the winning projects tackle safe drinking option 

in Mozambique; environmental education to young people of color in Chicago, USA; 

planting a type of grass that cleans the soil in Malaysia or helping create a greener and 

healthier environment in schools in Afghanistan (Levi Strauss & Co. Growing New 

Solutions With the Pollination Project, 2017). 
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In 2014 Levi Strauss joined Canopy, an organization with global reach that works with 

companies to protect endangered and ancient forest around the world (Levi Strauss & Co. 

Puts Forests Before Fabrics, 2018). 

 

Recycle 

In 2016, Levi Strauss partnered with the technology textile start-up company EvrNu to 

create the first pair of jeans made out of five old t-shirts. Apart from converging waste to 

new fiber and therefore new garments, the use of recycled material uses 98% less water, 

comparing with the use of virgin raw materials (Levi Strauss & Co. + EvrNu Create First 

Pair of Jeans From Post-Consumer Cotton Waste, 2016). 

 

Levi Strauss business model of slow fashion shows the company’s commitment to the 

principles of the circular economy, and the company has developed its own vision for its 

closed loop products: 

 

Figure 15: Levi Strauss Vision for Closed Loop Products 

 

 

 

 

Source: Adapted from Levi Strauss & Co. To Infinity and Beyond: How We’re Embracing the Circular 

Economy, 2015. 
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The company understands that in order to bring closed loop products to live, a vast 

investment is needed in R&D in order to find better ways to separate denim made from 

cotton-polyester, so these fibers can be fully recycled, and still meet the high quality 

standards of the company to create new jeans (Levi Strauss & Co. To Infinity and Beyond: 

How We’re Embracing the Circular Economy, 2015). 

 

Although Levi Strauss Annual Report 2018 does not mention circular economy, in several 

of articles published in its website and used to conclude this research, the company 

continuously communicate strategies and actions that are very closely aligned with the 

principles of the circular economy, which is largely mentioned in this articles. The retailer 

also opted to move towards slow fashion approach, distancing itself from the current trends 

of fast fashion. 
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G - Company 7 – Malwee 

Malwee is a Brazilian retailer, family owned and with a history of offering comfortable 

garments. Launched in 1968, the retailer is one of the youngest companies studied in this 

research.  

 

The most recent updated report available for Malwee is entitled Grupo Malwee Relatório de 

Sustentabilidade 2018, published in 2019. For this research, consultation of the company’s 

sustainable 2020 Plans (Grupo Malwee Plano 2020) and its official webpage were 

conducted. 

 

The company values are summarized below: 

 

• Mission: be present in the lives of people, promoting self-esteem and wellbeing with 

fashion products of quality, respecting its employees, the society and the 

environment. 

• Vision: aims for excellence to transform people’s lives, charming them and elevating 

their self-esteem with fashion brands that are admired and desired. 

• Values: ethics, quality, results, customer focus and respect for people. 

 

The company owns a modern industrial park that covers all steps of the production process 

in a vertical operation that allows it control over production, guaranteeing garments with 

high quality. 

 

Figure 16: Malwee Vertical Production Line  

 

 

Source: Adapted from Grupo Malwee Relatório de Sustentabilidade 2018, 2019. 

 

 

Malwee created a 2020 Sustainability Plan that embraces five fronts of its value chain: 

product development; supply chain; textile processes; retail and use and post-use of 

products. For each of these initiatives, the company set goals to be reached until 2020. These 
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goals are separated into the different areas of application defined for the purpose of this 

research. 

 

Efficiency 

Regarding the company’s supply chain, Malwee incentives its suppliers to adopt the best 

management practices in accordance with human rights and observing the conservation of 

natural resources. The goals on this end are listed below, as well as how they stand at the 

end of the 2018: 

 

 To have 100% of its suppliers evaluated: all suppliers must accept and follow the 

company’s Ethic Code for Suppliers. 

 

 To have 100% of its raw material suppliers audited: the company has a program 

entitled PPE – Strategic Partners Program – which evaluates the suppliers in aspects 

related to sustainability in a monthly follow-up, if the suppliers present irregularities, 

they are sent to the company’s Council of Suppliers for evaluation and may be 

excluded from the list of suppliers. 

 

 To have 100% of its third party sewing partners approved by ABVTEX – the 

Brazilian Association of Textile Retail –: in 2018, due to the economic instability in 

the country, some of Malwee suppliers were not able to renew their ABVTEX 

certification, the number of certified partners varied from 43% to 32% during the 

year, in comparison with a variation of 56% and 37% in the previous year. With this 

situation, Malwee increased the number of internal audits, with 15% of the visits not 

being notified to the supplier in advance. 

 

Malwee also has a policy of zero raw materials derived from animal sources, such as skin, 

leather, feather and wool. In 2018, 100% of the purchase of raw materials came from vegetal 

or synthetic sources (Grupo Malwee Relatório de Sustentabilidade 2018, 2019). 

 

Reduction 

The retailer has a plan set for 2020 to reduce its water and energy consumption and the 

amount of waste it generates. 
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Table 35: Malwee Goals to reduce environmental impact of textile processes 

 

 

Reduce in 15% Reduce in 40% Reduce in 40% Reduce in 20% 
Increase to 

100% 

energy consumption 

per piece of 

garment produced 

water 

consumption per 

piece of garment 

produced 

solid waste per 

piece of garment 

produced and do 

not send any 

industrial waste to 

landfills 

greenhouse gas 

emissions 

recycled or 

biodegradable 

waste generated 

during 

production 

process 

          

the company started 

an evaluation 

process of its 

energy matrix 

aiming to reach the 

goal until 2020 

the company has 

effluent treatment 

system in its two 

main plants and 

reuses about 200 

million of liters of 

water per year 

in 2018 the 

company reduced 

solid waste in 61% 

per piece of 

garment 

in 2017 the company 

replaced gas boilers 

to biomass boilers, 

reducing GHG in 

68% in 2017 and 

12% in 2018 

No update in this 

area was 

available in the 

report 

 

 Source: Adapted from Grupo Malwee Relatório de Sustentabilidade 2018, 2019. 

 

Malwee bags are made of ox biodegradable plastic that allows for it to degrade in 

approximately 18 months if discarded in an open environment with heat, UV rays and 

oxygen. Such bags compose 85% of the total bags’ consumption used in Malwee own 

stores, and the other 15% are made from certified paper and recycled plastic (Grupo Malwee 

Relatório de Sustentabilidade 2018, 2019). 

 

Design 

The fashion industry has the potential to change the society to a more sustainable one, but 

for that, it needs to face difficult challenges in the sector: create collections that express the 

identity of the customers, that are market competitive and that cause the least possible 

impact in the environment. To reach this objective, the company has established four 

specific goals for product development to be completed until 2020 and communicates the 

evolution of these goals until the end of 2018: 
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Table 36: Four Sustainable Goals for Product Development – Results until 2018 

Sustainable Goals   Results until 2018 

I 

100% of its products to have their 

environmental impact quantified 

  Hired an expert in the subject and involved all other areas of 

the company in a joint effort to conduct a multidisciplinary 

teamwork that resulted in a considerable improvement  

II 

70% of its collection to be made 

with raw materials or processes that 

contribute to a sustainable 

development 

  Is pioneering and innovating with the use of the PET fiber, 

special cotton with fibers taken apart, and a dyeing process 

that allows for savings of 98% of water 

III 

10% of the design developed by the 

brand to have a sustainable tendency 

  In 2018 the company used 184 tons of PET fiber in its 

collection, and such raw material is not used in exclusive 

collections, but in the design of all pieces that made a 

collection, blended with other types of fibers 

IV 

Restrict the use of chemicals used in 

the textile processes, applying 

international legislation standards to 

reduce the impact of its products. 

  In Brazil, legislation about the use of chemicals is still very 

young, however the company restricted 11 groups of 

substances in its processes, adopting an international 

standard. 

Source: Adapted from Grupo Malwee Relatório de Sustentabilidade 2018, 2019. 

 

Consumption 

No information regarding conscious consumption was available in the report, however, on 

Malwee official webpage it communicates that the way the company promotes conscious 

consumption is by providing garments of high quality, following fashion trends but also 

being versatile. Actions regarding post-consumption are being studied by the retailer to 

allow customers to return the old garments for reuse and recycling. The company’s main 

objective is to develop actions that incentive customers to take better care of their clothes 

and to give them a correct destination after the usage phase. The goals set for 2020 in this 

area are: 

 

1) Develop a platform for style guides and customization to allow for more product 

versatility, as well as tailoring and small repairs to extend the garment’s life usage. 

2) Develop a reserve logistic program for all products of the brand Malwee. 
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In the company official webpage there are several tips for customers on how to take better 

care of their garments, how to recognize the many different types of fabric (natural, artificial 

and synthetic) and its pros and cons, as well as explaining the meaning of the symbols in the 

garments tags (Grupo Malwee Plano 2020). 

 

Reverse Logistic 

The company currently does not have a system in place to collect old garments from 

customers and give them a more sustainable purpose at the end of their usage phase. The 

company, however, aims to develop a collection process in 2020 (Grupo Malwee Plano 

2020). 

 

Recovery 

Malwee has a strong commitment to protect the environment. The company opened the 

Malwee Park in 1978 which is a national reference in environmental preservation with 1,5 

million square meters, 16 lagoons and more than 35 thousand trees between native and 

exotic species, and a fauna that is considered above average for the urban region in which 

the park is located. The park is used for research, but can also receive the public, offering 

options for nature connection and educational content through its two museums that hold a 

vast collection on the local culture. The park charges no fee for visitation (Grupo Malwee 

Relatório de Sustentabilidade 2018, 2019). 

 

Since 2012 Malwee maintains a private reserve named “Reserva de Fontes e Verdes, with 

more than 1,3 million square meters and 31 river wellsprings in the Jaraguá River, as well as 

flora and fauna species that are extinction threatened. In 2018 the reserve was destined 

exclusively to scientific research and is not open to the public (Grupo Malwee Relatório de 

Sustentabilidade 2018, 2019). 

 

Another conservation area kept by Malwee is Pico Malwee with 1,4 million square meters, 

located on Jaraguá do Sul, South of Brazil, and that has yet to have its ecological value 

mapped. The place offers activities of leisure such as trekking trails (Grupo Malwee 

Relatório de Sustentabilidade 2018, 2019). 

 

Recycle 
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In 2020 the retailer promoted selective collection of waste in the Carnival of Sao Paulo, with 

a container in the middle of Largo da Batata, São Paulo, the company collected garbage that 

later was sorted and sent to recycling (Grupo Malwee, 2020). 

 

 

H - Company 8 – Osklen 

For the Brazilian fashion retailer Osklen, ethic and esthetic are the new luxury. In its pieces, 

the company combines simplicity and elegance with a sophisticated but sustainable design.  

 

The documents analyzed in this research are the more recent sustainability report entitled 

Osklen ASAP – As Sustainable as Possible, as Soon as Possible, published by Instituto-E, a 

foundation created by Osklen, and the report “Sustentabilidade em Nossas Instalações”. 

Further information derived from the company’s official webpage. 

 

Instituto-E was launched by Osklen founder and it is a hub of organizations from different 

areas (private sector, academia, research center and NGOs) which promotes and implements 

social-environmental projects inspired in the 6 “Es” concept: earth, environment, energy, 

education, empowerment and economics, with the objective to support the sustainable 

development in Brazil. 

 

Efficiency 

Osklen, through Instituto-E, is the incubator of the project e-fabrics launched in 2007, which 

promotes the use of sustainable materials in the textile industry. The company started using 

sustainable materials back in 2001 and the e-fabrics that stand out in the collections are 

salmon and pirarucu leather, used in the production of shoes, bags and wallets, and PET 

fiber, made our of cotton and polyester fiber recycled from PET packaging, organic cotton, 

organic silk and other more sustainable materials.  

 

E-fabrics are naturally dyed; hence they do not pollute the environment and the company 

produced more than 1 million e-fabric pieces from 2002 to 2015 (Instituto-E ASAP – As 

Sustainable as Possible, As Soon as Possible). 
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Table 37 illustrates the improvements made by Osklen in reducing its emissions, waste and 

chemicals from 2017 to 2018, in a report published by COPPEAD-URFJ: 

 

 

 

 

Table 37: Osklen energy and water improvements 

 
0% of electrical 

energy reduction 

with the use of 

recycled PET and 

recycled cotton 

199 million liters 

of water saved in 

2017 with the use 

of recycled PET 

and recycled 

cotton 

272 thousand of 

PET bottles 

recycled in 2017 

1.887 KWh of 

energy saved 

from each 1.000 

pairs of shoes 

produced 

 

Source: Adapted from Instituto-E ASAP – As Sustainable as Possible, As Soon as Possible 

 

Reduction 

Multidisciplinary teams from Osklen, Instituto-E and the Ministry of Environment, Earth 

and Ocean of Italy (IMELS) visited many different regions in Brazil to evaluate the carbon 

footprint of e-fabric products. After measuring the CO2 emitted since the collection of raw 

materials until the production of pieced and their arrival in stores, and the products that 

presented a higher carbon footprint suffered alterations had their emissions mitigated by 

replacing fuel with solar energy in its production process (Instituto-E ASAP – As 

Sustainable as Possible, As Soon as Possible). 

 

To reduce the environmental impact caused by Osklen’s installations, the company 

introduces the concepts of ASAP also in its facilities and offices. The main initiatives are: 

• Disposables: drastic reduction of the use of disposables in the headquarters and in the 

plant, employees have their own reusable mugs for hot drinks and “my eco cup” for 
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cold drinks. Only guests use disposable cups, but these are made out of corn starch 

and are biodegradable. 

• Rainwater: in the headquarters, the company has a system in place to collect 

rainwater and stock it in tanks for 15.000 liters of water. This water is filtered and 

pumped to another tank to be used to flush the toilets. The faucets also have a timer 

that regulates the water flow. Osklen estimates that such measures have contributed 

to a 15% reduction in water consumption in 2018. 

• Energy: Osklen closed the year of 2018 with a 10% energy reduction in comparison 

with the previous year. This result was achieved with the replacement of electronic 

lamps to LED lamps, the implementation of the equipment shutdown in areas that 

are not very used, and the automation of systems that turn off equipment in pre-

scheduled times if there are overheating. The architecture of the place allows for 

natural light to enter, which saves energy during the day, and to avoid extreme heat 

inside coming from the light in hot days, a protective film was installed in all 

windows to reduce the heat in 60%, allowing for more efficiency of the air-

conditioning system and reducing the energy that it consumes. 

• Waste: there is a selective collection of waste, where organic waste passes through a 

composting process, cardboard is recycled by a cooperative and the electronic waste 

is destined to companies that dismantle it and recycle its components. 

• Printing: the company replaced all printed documents for digital files, saving more 

than 60 thousand of paper sheet per year; and the adoption of printing in both sides 

of the paper, the company saw a reduction in paper consumption reduce 75% from 

2017 to 2018. 

• Gift gabs: the paper used in the stores gift bags are FSC (Forest Stewardship 

Council) certified, which guarantees that the materials used to make these bags come 

from sustainable sources. 

• Distribution Center: belongs to a third party, but with a unity dedicated exclusively 

to Osklen to attend the requirements of the company regarding the reduction of the 

environmental impact. 

• Treated water: the company reduced in 20% the consumption of treated water in 

2018 by building a well and two tanks with capacity for 10 thousand liters, used for 
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roof cooling and toilet cleaning. There is also a plan to install a rainwater collection 

system in the distribution center. 

• Packaging recycling: Osklen has a process for collection and correct destination for 

all its cardboard discarded during operations. In 2018 the company recycled more 

than 38 tons of cardboard. In 2019 the retailer implemented actions to reduce the 

consumption of boxes, adopting smaller sizes and reusing boxes sent to their stores, 

reducing the total consumption to 7%.  

 

Design 

One of Osklen design projects, together with Instituto-E, was the creation of patches for 

customization. These patches are available in three different models and represent social and 

environmental initiatives (Instituto-E ASAP – As Sustainable as Possible, As Soon as 

Possible): 

 

• nomade: a project developed in partnership with Caritas Brasil, Spotify and and the 

Brazilian composer Rogê, with the objective to contribute with the integration of 

refugees through music in Rio de Janeiro City; 

 

• forest: an association named Apiwtxa was created by the indigenous community of 

Ashaninka to help strengthen the fights of the community that lives in the Amônia 

riverbank in the state of Acre, Brazil. The association leads projects for the 

restoration of degraded forests and the protection of the biodiversity. 

 

• Empathy: a project that tackles the right for a community and family coexistence that 

aims to guarantee that all children grow up in a family and not in shelters or on the 

streets. The project is organized by the Brazilian Association Earth of Man 

(Associação Brasileira Terra dos Homens). 

 

Figure 17: Patches for customization of garments and accessories 
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Source: Instituto-E ASAP – As Sustainable as Possible, As Soon as Possible. 

Consumption 

Osklen was not born with the concept of sustainable design, but organically has 

sustainability as a part of the business strategy and have become the largest sustainable 

development laboratory in the fashion industry in Brazil. Since the beginning, Osklen 

appealed to a very specific consumer: urban, sophisticated, elegant, and that cares about the 

environment (Instituto-E ASAP – As Sustainable as Possible, As Soon as Possible). 

 

To better communicate with its customers and with the industry, in 2018 Osklen and 

Instituto-E together created a 21 minutes video to bring awareness about the importance of 

sustainable development and the responsibilities that fashion retailers hold to create a better 

world for the current generations, as well as for the future ones. The video was entitled 

“ASAP – As Sustainable as Possible, As Soon As Possible” and was shared in all digital 

platforms of Osklen. The message is very simple and clear: we need to act now, the industry 

can no longer go on as it is, disruptive ideas need to replace place of old paradigms. The 

video was made to target not only customers, but also the fashion industry as a whole, as 

Osklen’s experiments with sustainable raw materials have made the company a hub for 

innovation (Instituto-E ASAP – As Sustainable as Possible, As Soon as Possible). 

 

Apart from the ASAP video, not much information is shared in Osklen’s webpage or in the 

sustainable annual report regarding the actions directed to conscious consumption or how to 

extend the life of its garments. 

 

Reverse Logistic 

No information was found regarding strategy, plans or actions for reverse logistics in the 

documents analyzed. 

 

Recovery  
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In 2009, Osklen and Instituto-E adopted and reforested a vegetation area in Rio de Janeiro, 

between Ipanema and Leblon beaches, with the support of Rio de Janeiro City Hall. The 

project aimed to bring back the ecosystem’s fauna and to restore the vegetation of the area, 

which helps with the maintenance of a mild climate. In this project, 12.113 square meters of 

area was reforested with more than 38 thousand of seedlings planted with the help 2.000 

children, as a part of an environmental educational project (Instituto-E ASAP – As 

Sustainable as Possible, As Soon as Possible). 

 

Recycle 

Osklen created the project e-fabrics which aims to use the most sustainable materials for the 

production of its clothes. Much of what enters the production site of the company comes 

from recycled materials, or from materials that would otherwise be discarded. In its 

collection, the retailer uses many types of recycled materials, such as cotton, polyester, PET 

packages, silk, and other materials that are not used by other retailers, as an example, the 

leather made from skin of pirarucu, the largest freshwater fish grown for food, whose skin 

would otherwise be discarded as garbage (Instituto-E ASAP – As Sustainable as Possible, 

As Soon as Possible). 

 

Osklen clearly communicates its intention to move closer to the principles of the circular 

economy and its terms are constantly cited in the company’s communication and reports. 

 

The retailer has chosen the three flags below to represent the legacy of Osklen and to point 

the way to follow, and each of these flags connects to projects and initiatives of the company 

in Brazil and abroad, but always with the principles of sustainable development. 

 

Figure 18: Osklen Legacy Flags 
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Source: Adapted from Osklen.com.br 

 

 

I - Company 9 – Pernambucanas 

Pernambucanas was created by a Swedish immigrant who arrived in the city of Recife, 

Permanbuco, in 1908. The privately held company does not publish any annual report, thus 

information used in this research was solely collected on the company’s official webpage. 

 

Efficiency 

Pernambucanas measures the monthly consumption of energy in its unities to identify 

opportunities for energy efficiency, and one of the company’s initiatives was to use about 

30% of its energy sourced from the open market.  

 

Regarding water consumption, Pernambucanas informs that the company also measures the 

monthly consumption of its unities to find opportunities for reduction, awareness or 

maintenance (Permanbucanas.com.br). The company, however, does not express any details 

on how this data is used or what actions are taken to have a more efficiency use of water, 

energy or raw materials. 

 

Reduction 

Pernambucanas created a program entitled Environmental Program – Residue Management 

to train raise awareness to employees about good practices in waste management. The 

program is focused on 3Rs: reduce, reuse and recycle, and on the Solid Waste National 

Policy principles. The program is available to all employees through the company’s digital 

university, where they can learn about waste reduction, better use of natural resources, 

recycling, through ludic stories. 

 

Design 

The company offers two collections that are made more sustainably: sustainable jeans, 

which is a part of the jeans collection; and sustainable capsule collection, which is launched 

in the high summer season and was the result of a contest named Talentos da Moda 
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Sustentável, in 2018, where contestants were required to create a sustainable collection from 

fabric waste (Permanbucanas.com.br). 

 

 

 

Consumption 

No information was available on how the company communicates with its customers about 

conscious consumption. 

 

Reverse Logistic 

All stores and offices of Pernambucanas have reverse logistic for lamps and reactors which 

are later on correctly discarded. Textile, logistics and electronics wastes are collected and 

discarded by specialized companies (Permanbucanas.com.br). 

 

 

Recovery 

No information was available on actions and strategies for environmental recovery or 

restoration undertaken by the company. 

 

Recycle 

At Pernambucanas, stores that have selective collection of waste are oriented to donate 

recyclables to cooperatives located in the same region where they are based 

(Permanbucanas.com.br). 
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J - Company 10 – Primark 

Primark is an international retailer, originally from Dublin, Ireland, that offers fashion 

garments among other products, at very competitive prices. 

 

The most recent document used to complete this analysis was the Primark Environmental 

Sustainability Performance Report 2019, published by the retailer in 2020, as well as 

information available in its official webpage. 

 

Efficiency 

Primark’s long-term ambition is to have 100% of its cotton sourced sustainably. To ensure 

that the company would reach that goal, in 2013 it teamed up with cotton experts to develop 

the Primark Sustainable Cotton Program (PSCP) in India, which later was extended to 

Pakistan in 2018 and was launched in China in 2019. The PSCP program aims to reduce the 

use of water in cotton cultivation through a series of training to help minimize 

environmental impact with the reduction of water and energy and chemicals, while 

increasing the productivity of local farmers. Up to date, Primark has sold more than 23 

million products made with sustainable cotton (Primark Environmental Sustainability 

Performance Report 2019, 2020). 

 

As Primark does not own or operate the factories where its products are made, it is crucial 

for the company to build a strong relationship with its suppliers and to collaborate with them 

in terms of improving their efficiency. In 2018, Primark in-country teams have delivered 

more than 4,500 hours of environmental training to its suppliers, to ensure that they comply 

with environmental requirements set by the retailer (Primark Environmental Sustainability 

Performance Report 2019, 2020). 

 

Textile dyeing is one of the most resource intense processes as it consumers a vast amount 

of energy, water and chemicals. To that end, Primark works together with other 

organizations to raise process efficiency and drive improvements in dyeing sites in China. 

Currently, the retailer supports three mills in two provinces in China, in a program that helps 
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them track and report resource consumption, then after the evaluation, helps them with 

training and the development and implementation of action plans to reduce consumption 

(Primark Environmental Sustainability Performance Report 2019, 2020). 

Energy represents the largest proportion of Primark’s GHG emission from its direct 

operations, and to tackle this issue, the company has created, two years ago, the Primark 

Energy Reduction Group (ERG). In 2018 Primark decided to pursue ISO 50001 

accreditation for the Energy Management System (EnMS), which was granted in 2018, three 

months ahead of schedule. Later in 2019, the certification was extended to all stores, offices 

and distribution centers in Europe. With this extended system, Primark is able to monitor 

energy consumption in all its stores in the European continent, to write a report and improve 

areas where improvement is needed (Primark Environmental Sustainability Performance 

Report 2019, 2020). 

 

In Primark stores, all-LED lighting solutions was introduced, which reduced the 

consumption in approximately 50%. At the distribution centers, highly efficient LED 

lighting systems were also implemented and are expected to reduce energy consumption by 

almost 60% (Primark Environmental Sustainability Performance Report 2019, 2020). 

 

Reduction 

In 2019, the PSCP program which is active in three regions – India, Pakistan and China – 

helped decrease in 4% the water usage, as well as the reduction in 25% and 50% in chemical 

fertilizer and chemical pesticide, respectively (Primark Environmental Sustainability 

Performance Report 2019, 2020). 

 

In 2015, Primark became a member of the ZDHC Roadmap to Zero program, working 

closely with its supply chain to eliminate hazardous chemicals from all their processes. To 

reach this goal, Primark uses its Restricted Substances List (RSL) as well as ZDHC 

Manufacturing Restricted Substances List (MRSL). 

 

To help its suppliers comply with the requirements set by Primark, the retailer developed a 

“Primark’s Implementation Toolkit”, which includes more than 7,000 hours of training. The 

toolkit is composed of: 
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Figure 19: Primark’s Implementation Toolkit 

 

Source: Primark Environmental Sustainability Performance Report 2019, 2020. 

 

To further improve suppliers’ knowledge and track on chemical management, Primark has 

partnered with an innovation company named ADEC to provide tools for suppliers to gather 

data from several sources to help them prepare reports, saving administrative hours and 

increasing the engagement with the company. Such data will originate from the online 

platform CleanChainTM, which is linked to ZDHC Gateway, giving suppliers insight and 

better understanding of responsible chemicals use. There is no confirmed date for when this 

platform will be available for Primark’s suppliers to use, but the company informed that it 

would make it available once the pilot program is completed. To reduce water waste in 

product suppliers, Primark is also developing a training and awareness program to be 

launched in 2020, as part of the commitment to the ZDHC (Primark Environmental 

Sustainability Performance Report 2019, 2020). 

 

In Primark stores and distribution centers, several initiatives are being implemented to 

reduce the volume of chemicals used for cleaning in their operations (Primark 

Environmental Sustainability Performance Report 2019, 2020). 
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Regarding waste, Primark divides it in two different sessions: operational waste, which is 

created in the company own operations, and supply chain waste, generated by the suppliers 

and factories. The retailer has diverted 96% of its operational waste away from landfills 

(Primark Environmental Sustainability Performance Report 2019, 2020), however, no 

information was available about the reduction of supply chain waste. 

 

Regarding the GHG emissions associated with Primark’s distribution network, in 2019, the 

company logistic team worked to reduce the emissions with the use of more efficient double 

deck trailers on high volume routes, which saved over 350,000 road kilometers across the 

network, eliminating the emission of 340 tons of CO2. The company was able to reduce 

more emission by also improving the stacking in the vehicles which created more space for 

cartoons and reduced the transportation demand. The use of Liquefied Natural Gas in 

Spanish and Portuguese stores contributed to emission reduction of 1,800 tons of CO2 in 

2019, and the elimination of waste movement initiative in Italy helped reduce in 1.2 million 

driven kilometers, with emission reduction of 2,200 tons of CO2 (Primark Environmental 

Sustainability Performance Report 2019, 2020). 

 

Design 

No information on product design was reported in the analyzed documents or available in 

Primark’s webpage. 

 

Consumption 

The retailer has developed a label named “Primark Cares” to show customers that products 

with this are produced with the use of more sustainable, organic and recycled materials. 

Products that have this label are considered environmentally friendly. 

 

Figure 20: Primark Cares Sustainable Label 
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        Source: Primark.com 

Reverse Logistic 

A project to collect unwanted items from customers was launched in one of Primark’s stores 

in early 2019, and the company plans to extend this initiative to all its stores, to be able to 

collect garments, shoes and accessories from all kinds of brands, and then use one of its 

distribution partners to transport it to recycling or to donation (Primark Environmental 

Sustainability Performance Report 2019, 2020). 

 

Recovery 

No information was available about environment recovery. 

 

Recycle 

Primark gas recycled, in 2018 and 2019 the following numbers: 

 

Figure 21: Number of materials recycled by Primark in 2017/2018 

 

 

 

 

 

 

 

 

 

 

 
Source: Primark Environmental Sustainability Performance Report 2019, 2020 
 

 

In stores and offices, employees are encouraged to reduce waste wherever possible, with 

unsold garments being donated to charity partners, disposable coffee cups being removed 

from the canteens in offices in Reading and Dublin, and replaced with reusable bottles that 

employees can fill at one of the water stations of the offices. 
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In one of its stores, Primark allocated a collection point for recycling as a pilot project, to 

help give a more suitable destination for unwanted garments and other fashion products that 

otherwise will become waste and degrade the environment. The guidelines for this project 

are: 

 

• Divert as much clothes possible to be re-worn by other people; 

• Recycle as much as possible clothes that cannot be worn again into yarn; 

• Profits should go to charity 

• The model must be simple, flexible and auditable with a seamless integration with 

Primark’s existing operations 

 

Unsold merchandise is sent to one of the partner organizations to be destined to people in 

need around the world. The main partners in this project are Newlife charity in Europe and 

Delivering Good in the US (Primark Environmental Sustainability Performance Report 

2019, 2020). 
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K - Company 11 – Lojas Renner S.A. 

Lojas Renner S.A. is the largest fashion retail in Brazil and a parent to four Brazilian brands: 

Renner, Camicado, Youcom and Realize.  

 

In the present research only information regarding Renner and Youcom is considered, as 

both brands are textile retailers, the object if this study. When referring to the parent 

company, the term used will be Lojas Renner, and when citing a specific brand, the terms 

used will be Renner and Youcom. 

 

The documentation used in this research are the “Relatório Anual Instituto Lojas Renner 

2018” and “Renner Relatório Annual 2019”, published in 2019 and 2020, respectively, and 

information available on Lojas Renner S.A and Instituto Lojas Renner official webpages. 

 

Instituto Renner was created in 2008 with the following mission: promote the job market for 

women and to support entrepreneurial actions that contribute to the inclusion and 

qualification of women and the development of the communities where the company is 

present (Instituto Lojas Renner).  

 

Several of the strategies published by Lojas Renner are aligned with the 17 Sustainable 

Developing Goals for 2030, set by the United Nations  

 

Lojas Renner is committed to responsible fashion and has developed a plan entitled Strategic 

Plan of Responsible Fashion with priorities for the sustainability of its business until 2021.  

 

Following the principles of this plan, the Sustainability Committee and the sustainability 

team at Lojas Renner act to identify and minimize the socio-environmental risks in its value 

chain through projects in four different areas: 
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Table 38: Plan for Socio and Environmental Risks at Lojas Renner 

1 
Responsible 

Suppliers 

    
4 

Sustainable 

Products and 

Services     
Objective 1: Generate value 

respecting the environment, 

human rights and labor 

    
Objective 5: deliver 

sustainable products and 

services with quality and 

communicate their value to 

customers 

 

  

RESPONSIBLE 

FASHION 

 

  

  
        

2 
Eco-efficient 

Management 
  3 Engagement 

  
Objective 2: identify, 

measure and reduce use of 

water, energy, chemicals, 

waste and GHG emissions; 

Objective 3: innovate in the 

development of raw 

materials and less impactful 

processes 

  
Objective 4:  

4.1 - engage leadership and 

sustainability teams; 

4.2 - engage communities to 

empower women in the 

textile industry; 

4.3 - engage customers in 

conscious consumption 

  

  

  
    

    

    

    
Source: Adaptd from Relatório Anual Instituto Lojas Renner 2018, 2019. 

 

Efficiency 

Lojas Renner has developed a new logistic model that enabled the company to reduce the 

traveling time by: 

• Improving the supply model in its distribution center by synchronizing it with each 

store to gain agility when attending their needs, reducing the total delivery time to 

stores in 20% and with 90% of deliveries made in the scheduled time; 

• Implementing a governance forum with the managers of product, supply chain and 

stores, improving the management plan by working together to increase 

performance, which increased the consistency of basic items in stores in 20%; 

• Improving efficiency in logistics with the implementation of a supply model in 

distribution centers, as well as making changes in the stacking, permitting the 

delivery of more products per vehicle. The company also started delivering during 

the night in the state of Sao Paulo, and these changes have increased to 10% the 

number of pieces per vehicle, reducing the traveling distance in 2,1 million of 

kilometers; 
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• Building a new distribution center (to be completed until 2022) that will enable more 

efficiency, agility and integration between the online and offline channel (Renner 

Relatório Annual 2019, 2020). 

Regarding energy efficiency, the retailer is expanding the use of energy that comes from 

renewable and low impact energy sources, such as solar energy, biomass and small 

hydroelectric dams, aiming to reach the goal of increasing the use of energy from these 

sources in 75% until 2021. In 2019, the company exceeded the mark of 46,6%, considering 

only stores that are operating since 2018 with these sources of energy (Renner Relatório 

Annual 2019, 2020). In its stores, the retailer also improved its efficiency with: 

 

• reduction in 3,5% energy costs 

• 100% of stores equipped with LED lamps 

• pilot of a circular store, with more efficient furniture (zero chemicals and recyclable) 

• 8 stores with solar energy (3 of them to open only in 2022) 

• increase of 1,93% in energy efficiency 

 

The highest environmental impact happens with the water consumption in the supply chain, 

and to help minimize such impact, Lojas Renner developed, in 2018, a hydric diagnosis 

project to help jeans suppliers to better manage their water consumption while promoting 

circularity. Environmental evaluations were then made with 100% of the retailer’s jeans 

suppliers, contemplating water and energy consumption, effluents, emissions, solid waste 

and chemicals (Renner Relatório Annual 2019, 2020). 

 

With the orientation of the Solid Waste Management Program, Lojas Renner focus in 

reducing waste, guaranteeing a correct separation, handling, stocking and final destination, 

to avoid contamination and to incentive circularity of these waste (Renner Relatório Annual 

2019, 2020). 

 

In 2019, Lojas Renner produced 46,7 million of garments with the stamp Re Moda 

Responsável (in English, Re Responsible Fashion). This stamp is only given to pieces that 

were made with raw materials and processes with lower environmental impact, which 
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represent 31% of the yearly production, and the retailer is committed to increase this 

percentage to 80 until 2021. To reach this goal (Renner Relatório Annual 2019, 2020). 

 

 

Figure 22: Stamp Moda Responsável of Lojas Renner 

 

 

 

 

 

 

 

 

Source: Lojas Renner.com.br 

 

Lojas Renner is committed to have 100% of the cotton used in its products certified by 2021, 

against 30,6% in 2019. For that end, the company determined as a requirement that its 

suppliers should have at least one of the 12 certification options, which are: 

• BCI – Better Cotton Initiative 

• ABR – Algodão Brasileiro Responsável (in English, Brazilian Responsible Cotton) 

• Ecocert 

• IBT 

• GOTS – Global Organic Textile Standard 

• GRS – Global Recycled Standard 

• OCS – Organic Cotton Standard 

• RCS – Recycled Claim Standard 

• Made in Africa 

• Cotton Connect 

• Fair Trade 

• Cotton Australia 
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The company is also closely monitoring the origin of other raw materials in the production 

of garments and other products that they resell, such as: 

 

 

 

Table 39: More efficient raw materials 

 

Viscose 

by 2021, suppliers must have 100% of viscose 

certified, coming from suppliers that achieved at 

least 20 buttons on the Canopy Hot Button Report 

Lyocel  

a fiber sourced from cellulose transformation, a 

renewable material, extracted from FSC (Forest 

Stewardship Council) certified trees. Lyocel 

production uses only 50% of water needed to 

produce cotton, does not require the use of chemicals 

and allows for 99,5% of recyclability 

Modal 
a fiber of vegetal origin, also extracted from trees 

certified with FSC stamp. 

Biodegradable 

Polyamide 

allows for garments to decompose in three years 

when correctly discarded, compared to fifty years of 

decomposition for regular polyamide 

Packaging 

At Renner and Youcom, all bags are made out of 

less impactful raw materials. In 2019, 57% of the 

bags were produced with FSC certified paper and 

43% with biodegradable plastic. 

 

Source: Adapted from Renner Relatório Annual 2019, 2020. 

 

In its commitment to local development, the retailer purchased, in 2019, 3,2 tons of 

ecological cotton produced by woman who are community leaders from Quilombolas, 

supported by Instituto Lojas Renner, and 64% of its products are made in Brazil, to support 

local businesses and increase efficiency in logistics (Renner Relatório Annual 2019, 2020). 

 

In partnership with the Center of Studies in Sustainability (GVCes), a study center of FGV 

EAESP, Lojas Renner initiated in 2015 a study to evaluate the life cycle of a single basic 

pair of women jeans and to understand the impact of this product related to water footprint, 

energy consumption, CO2 emissions, from cradle to grave, from the raw material production 

until its discard by consumers. Based in the findings of this study, Lojas Renner launched in 

2017 the project Produção Mais Limpa – P+L – (in English, Cleaner Production) in 
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partnership with the University of Sao Paulo (USP) and with the participation of Renner and 

Youcom suppliers to improve the efficiency in processes, reducing the textile residue and 

supporting the reuse of fabric scraps to make new clothes. (Renner Relatório Annual 2019, 

2020). 

 

This project enabled the creation of Re Jeans, the first collection cradle to cradle, made 

entirely from discarded fabric and threads. A life cycle evaluation was made in this new 

piece of Re Jeans, in partnership with the University of Sao Paulo (USP), and the results 

indicated a far better performance in all analyzed categories, with its environmental impact 

reduced between 37% and 45% in comparison with the conventional pair of jeans (Renner 

Relatório Annual 2019, 2020). 

 

Figure 23: Re Jeans versus conventional jeans - Impact comparison 

 

 

 

 

Source: Translated from Renner Relatório Annual 2019, 2020. 
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Processes created with the Produção Mais Limpa program enabled Lojas Renner to track the 

water footprint of a pair of jeans, bringing more information to later allow the company to 

expand to process other fibers with the same or superior efficiency. Table 40 represents the 

development of the project from 2017 until 2019 and the plans for 2020: 

Table 40: Trajectory of “Produção Mais Limpa” project 

 

 

 

Source: Adapted from Renner Relatório Annual 2019, 2020. 

 

Reduction 

Lojas Renner is committed to eliminate possible restricted chemicals from its products, and 

for this reason, adopted the RSL (Restricted Substances List) published by the ZDHC. In 

this matter, many improvements were made in 2019, such as the inclusion of 31 

requirements from the Chemicals Management in national audits; the conduction of a pilot 

program to identify possible chemicals in effluents and in finished products in the children’s 

clothing division;  provided training for 32 suppliers about the principles of the Higg Index, 

which is an international platform connected to the Sustainable Apparel Coalition that helps 
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retailers and other companies to measure their socio and environmental sustainability 

performance (Higg Index, https://portal.higg.org/); 

 

For 2020, the retailer plans to include requirements from the Chemicals Management in 

audits conducted in international suppliers and will support them in more responsible 

purchases, publishing a positive list of chemicals, raw materials and input for consultation. 

In 2021, the plan is to prioritize the elimination of possible restricted chemical substances 

that might be identified in the audits and tests conducted in 2020 (Renner Relatório Annual 

2019, 2020). 

 

In its commitment to tackle climate change, Lojas Renner set the goal to reduce 20% of 

absolute corporative emissions until 2021 and the retailer plans to reach this objective by 

investing in energy sufficiency and increasing the use of renewable energy sources in its 

operations, management and logistics (Renner Relatório Annual 2019, 2020). 

 

Thinking ahead, the company is not only concerned about climate change, but also in 

adapting its business model to a possible new scenario for retail in the next 30 years, and to 

be prepared, the company conducted a study of risks, such as heat waves changing consumer 

behavior, marketing strategies and the well-being of employees, floods and landslide 

affecting logistics, stores and suppliers, water scarcity in the production of raw materials ; 

and also opportunities, such as increase in energy efficiency and investment in low carbon 

emission sources of energy, possible extreme events may affect consumers behavior, leaving 

them more prone to adopt online purchases and the search for new business in collaboration 

with governments and small entrepreneurs. With the results if this study, Lojas Renner is 

developing a climate change adaptation plan with emphasis in a transition to a low carbon 

economy to reduce the vulnerability of its operations (Renner Relatório Annual 2019, 2020). 

 

To further contribute to the reduction of emissions, Lojas Renner opted to participate in the 

Green Brazil Logistic Program, in Portuguese, Programa de Logística Brasil Verde (PLBV), 

which promotes training to logistic partners to improve the transport efficiency in Brazil to 

reduce the intensity of GHG emissions.  
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In 2019 the retailer piloted the implementation of telemetry to evaluate the behavior of 30 

vehicles from eight supplier’s fleet that represent 72% of the company logistics partners to 

identify offensive behavior that may cause damage and bring risks to safety. With this 

training, the fleet reduced the gas consumption in 5,28%, which translates into the reduction 

of 10,8% of emissions associated with product transport (Renner Relatório Annual 2019, 

2020). 

 

 

Design 

The company advanced in its plan to create recycled jeans and with no use of polyester, 

which allows for further recycling with more efficiency, adding value to the product. This 

project is scheduled to be launched in 2020 (Renner Relatório Annual 2019, 2020). 

 

To extend the durability of the garments, Lojas Renner takes special care with the final 

product, conducting several tests in laboratory, such as simulating use by the customer and 

the domestic cleaning to check for shrinkage, deformation, pilling, etc. Beyond the tests, the 

retailer monitors the garments quality considering three key performance indicators: the 

percentage of fails of the inspected items, percentage of returns to the store resulted from 

product malfunction or defects and by sending an evaluation questionnaire to customers 14 

days after their purchased the product (Renner Relatório Annual 2019, 2020). 

 

To innovate the design of the pieces, Lojas Renner invested in the creation of a lab called 

“Sala de Pilotagem” (Piloting Room, in English), which is aligned with the principles of 

lean manufacturing, combining traditional technologies used in textile design with industry 

4.0 technologies, reducing the lead time and resulting in samples with excellent quality 

(Renner Relatório Annual 2019, 2020). 

 

In 2019, Lojas Renner promoted training on circular design and sustainable materials, 

completing 346 hours of training to 49 employees (Renner Relatório Annual 2019, 2020). 

 

Consumption 

The retailer understands that post consumption plays a major part in environmental 

degradation and sees as its responsibility to communicate about conscious consumption. In 
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2019, apart from products with Selo Re, a stamp that communicates that specific product as 

made more sustainably, the company launched three special collections created with a joint 

effort from product, sustainability and marketing teams to deliver Lojas Renner’s concepts 

to the customers: the use of more sustainable raw materials; product design to maximize the 

use of raw materials, reducing residues; versatile pieces that can be used in different ways, 

including inside out, expanding the usability of a garment; and clothes without gender 

specification (Renner Relatório Annual 2019, 2020). The three special collections are: 

• ReFlora: with pieces inspired on the endangered Brazilian flora, with different 

sustainable attributes, such as BCI cotton, certified viscose, biodegradable polyamide 

and liocel, as well as recycled threads, bringing the concept of circular materials. 

• ReFolcrore: inspired in the Brazilian folklore, the collection was developed with the 

principles of circular design, with the creative reuse of fabrics with the upcycling 

technique and focus on the waste of pieces to create new ones, reaching almost zero 

residue. The garments also have multiple uses, a dress can be separated into a skirt 

and a shirt, a kimono that can be transformed into a shirt, and shirts with different 

prints on the front and back, being designed to fit either way. 

• ReResort: water inspired, highlighting the flow and nature beauty of Brazilian seas 

and rivers, made with certified viscose, recycled thread and BCI cotton, with hand 

painted prints that use a specific process reducing the water consumption, and 

consequently the hydric footprint of the garments. 

 

The marketing team worked relentlessly to create awareness about the sustainable actions of 

Lojas Renner, writing constantly in the company newsletter and other digital channels. In 

2019, from 7.161 publication where Renner was mentioned, 366 was related to 

sustainability. The retailer estimates that the digital campaign on Facebook and Instagram 

reached over 5,2 million people in 2019. The media reach was of 48,5 million people, with 

49,5 thousand clicks on the articles about the Re Moda Sustentável project (Renner 

Relatório Annual 2019, 2020). 

 

On the second half of 2019, Lojas Renner intensified the communication routine with its 

customers about sustainability, with an average of four posts per month on the subject on the 

company’s blog to explain the concepts of sustainability and communication the importance 

of consumer engagement in this cause (Renner Relatório Annual 2019, 2020). 
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Another project sponsored by Lojas Renner is “Armário Coletivo” (in English, Collective 

Closet), and it assists woman entrepreneurs who create collective closets for people to let go 

of their unwanted clothes, and these garments later on become beautiful aprons and bags 

(Renner Relatório Annual 2019, 2020). 

 

 

Reverse Logistic 

Lojas Renner offers a reverse logistic service in its stores. The project was entitled 

“EcoEstilo” and comprehend two categories: clothing and beauty. Since 2017, the option to 

discard clothes in Renner stores was made a reality and in 2019 it expanded to 94 stores, 

allowing for 2,4 tons of clothing to be collected, which were destined to recycling, upcycling 

or donation (Renner Relatório Annual 2019, 2020; Lojas Renner webpage). 

 

The P+L project later contributed to the development of a reserve logistic chain that collects 

and recycles residues to be destined to other segments (thermic and acoustic isolation for 

automotive industry, for example). In 2017, 388 tons of textile residues was collected from 

suppliers, with the number increasing to 700 tons in 2018 and 885 tons in 2019. These 

residues were given a new opportunity and will not end up in landfills or be incinerated, 

which contributes to the maintenance of the environment (Renner Relatório Annual 2019, 

2020). 

 

Recovery 

Lojas Renner is a neutral carbon business and for four years the company compensates 

100% of the yearly GHG emission of the previous year. The operation needed to 

compensate the emissions of 2018 required an investment of R$ 323,4 thousand in the 

acquisition of two projects of carbon credit to protect the biodiversity: 

• REDD+ Manoa, with 81,4% of compensation in the counties of Cujubim, Itapoã do 

Oeste e Porto Velho, in the state of Rondônia; 

• REDD+ Rio Preto Jacundá, with 18,6% of compensation in the counties of 

Machadinho D’Oeste e Cujubim, also in Rondônia. 
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Both projects aim to secure the already small amazon forest in the region, which is an 

important shelter for biodiversity, as deforestation for timber grows in the area. Lojas 

Renner monitors the 168 thousand hectares and also help promote local economic 

development, with training in environment issues to receive groups of children and teenager, 

educating them to protect nature and respect the environment (Renner Relatório Annual 

2019, 2020). 

 

 

 

Recycle 

In the production of clothes, Lojas Renner uses recycled materials, such as recycled cotton, 

recycled PET bottles and recycled jeans. The company uses the upcycling technique, which 

prevents waste that has potential as new material to be used as raw material in the 

production of new items, for example, using textile scraps to make new prints. 

 

The brand set a goal to reduce in 10% waste and increase in 10% the volume of recycled 

waste. In 2019, two tons of fabric – about 56 thousand pieces – were reinserted in the 

production chain via the Re Malha Program. In total, 2,9 million pieces of garments were 

made from recycled materials (Renner Relatório Annual 2019, 2020). 

 

The retailer is proud of its project entitled Empreendedorismo da Moda (in English, Fashion 

Entrepreneurship), which supports local entrepreneurs in sustainable practices. In 

Florianópolis, Santa Catarina, the company partnered with the project Aliança 

Empreendedora and with the stylist Agustina Comas to train upcycling techniques to the 

women, helping them also with business education so they can start their own business using 

textile waste to create recycled pieces (Relatório Anual Instituto Lojas Renner 2018, 2019). 

 

Lojas Renner supports innovative projects that contribute to a more sustainable fashion 

industry. In 2018, the retailer launched a competition in partnership with an accelerator to 

attract startups with disruptive ideas to reduce the environmental impact that the sector 

generates. Over 100 startups applied with ten companies being selected to a pitch day 

presentation. The three winners that were granted an investment to their projects were: 

 



   

 

 

 

 

177 

- Cabides Sustentáveis (in English, Sustainable Hangers): the startup created a 

prototype of a hanger made with polyester, a residue of the textile chain, and 

propylene from tin cans collected in a cooperative near Lojas Renner headquarters; 

- Agrofloresta Têxtil (in English, Textile Agro-forestry): a project with the objective 

of producing sustainable fabrics from vegetal fibers collected sustainably; 

- Energia Solar Acessível a Todos (in English, Solar Energy Accessible to Everyone): 

the installation of solar panels in Lojas Renner headquarters which will feed a digital 

platform to enable people to access an energy solar club. 

 

To further disseminate the sustainable culture of Lojas Renner to all employees, a project 

entitled “Sustainability Guardians” was launched in 2018, with the training of teams to 

engage employees in themes related to sustainability in the stores. The pilot project was 

conducted in 22 stores in Sao Paulo and lasted 30 days, with the participation of 885 

employees and 219.546 customers, and these actions contributed to an increase of 0,5% in 

sales of Re products, which are made out of recycled materials (Renner Relatório Annual 

2019, 2020). 

 

Lojas Renner is committed to the Agenda 2030 for Sustainable Development, adopted by all 

United Nations States in 2015, where seventeen Sustainable Development Goals (SDG) 

were set with goals for the future (United Nations, 2015). The retailer has defined six of the 

SDG as a priority to work on, and from the six main themes tacked by the company, three 

are aligned with the principles of the circular economy (Renner Relatório Annual 2019, 

2020). The next figure illustrates Lojas Renner priority map for sustainable development, 

and on the right side of the figure, the actions done by the company to reach these goals. 

 

Figure 24: Lojas Renner Six SDG Priority Map  
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Source: adapted from United Nations Sustainable Development Goals and Renner Relatório Annual 2019, 

2020. 

 

 

L - Company 12 – Grupo Guararapes - Riachuelo 

Grupo Guararapes was created in 1947 initially selling fabrics in a single street store named 

A Capital, located in the center of Natal city, in the state of Rio Grande do Norte. Later on, 

the company started creating its own clothes with the brand Riachuelo, which will be the 

named used in this research. The company main strategy is to strengthen its own brands, and 

thus Riachuelo opted to own all processes related to the production of garments 

(Riachuelo.com.br). 

 

Riachuelo is a private owned company and does not publish yearly reports, neither on the 

company’s results or related to sustainability. Currently, all information is available on the 

company official webpage, which will be the main source of information for this research. 

 

The retailer calls itself the Brazilian pioneer in the concept of “see now, buy now”, which 

shows firsthand that it belongs to the group of fast fashion enterprises, being able to deliver 

collections the exact next day after the fashion catwalks. 

 

Efficiency 
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Riachuelo sells energy on the Open market through plants located in Natal and Fortaleza, 

which is a new concept in Brazil that allows companies to share the extra energy generated 

in its plants on the open market, so people and companies can benefit from these sources of 

energy. More than 150 stores in Brazil are fully powered with renewable energy, and the 

plant in Fortaleza is sourced with 100% of energy from Small Central Hydroelectric (PCH), 

biomass, Aeolic or solar sources, which translates to 90% of the jeans sold at Riachuelo to 

come from a renewable energy production. To contribute to energy efficiency, more than 

100 stores are equipped with LED lighting, generating savings of 50% and 60% when 

compared with conventional technologies (Riachuelo.com.br). 

 

Regarding water efficiency, Riachuelo adapted its processes to reduce up to 20 times the 

water consumption, by using more sustainable processes such as ozone, laser and 

nebulization. With the nebulizers and the ozone generators, the company was able to reduce 

between 35% and 90% of water consumption in this step. Apart from saving water, these 

processes reduce the amount of chemicals and effluents. The retailer keeps two Effluent 

Treatment Stations (ETE) that enable for 100% of water recovery (Riachuelo.com.br). 

 

The production chain of Riachuelo is 100% audited and certified by ABVTEX – the agency 

responsible to guarantee legal practices in the textile industry in Brazil – and the company 

requires all its local suppliers to also be certified by the same agency. The same rules are 

applied to foreign suppliers, where they must be certified by international recognized 

agencies. 

 

Reduction 

With the project Jeans + Transparente, Riachuelo created a new laser washing process that 

reduces the use of chemicals during this step from 40% to 85%. 

 

Design 

No information on product design was available on the company webpage. 

 

Consumption 

Very little is communicated about how customers can better take care of their garments in 

the company’s website. The only time that the topic is mentioned, it suggests that customers 
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should wash their jeans with cold water, the piece should be turned inside out before 

washing, and never to be dried under the sun, all to avoid color fading (Riachuelo.com.br). 

 

Reverse Logistic 

Aiming to reduce its environmental impact, Riachuelo collaborated with Plataforma 

VerdeTM, a company that offers traceability of residues, to guarantee the correct form of 

discard. In 2017, Riachuelo started its Solid Waste Management Program with the objective 

to control its activity chain, such as collection, transport and destination for waste. After 

restocking Riachuelo stores, the trucks return to the Distribution Center (DC) with the waste 

created in these stores, which places this program in alignment with the concepts of reverse 

logistic. At the DC, waste is screened based on its type – plastic or paper – then each residue 

is sent to recycling to be used in the composition of new materials (Riachuelo.com.br). 

 

No information was available about collection of garments to be repurposed, reused or 

recycled.   

 

No Recovery 

No information was available on actions and strategies regarding environment recovery. 

 

Recycle 

To promote social inclusion, as well as protect the environment, the company plants sells 

fabric waste to companies that recycle it to make new products. All companies that purchase 

these materials from Riachuelo must have environmental license to recycle textiles 

(Riachuelo.com.br). 

 

To recycle stores visual merchandising, the company developed the project SharePlace, a 

digital tool that incentives the reuse of furniture and other store accessories can be 

exchanged between the stores (Riachuelo.com.br). 

No mention on the circular economy, or circularity in general, was made on the data 

analyzed for this research. 
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